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THE KILLIAN COMPANY OF CEDAR RAPIDS SCORES WITH 


LAMILUXE— “EFFECTIVELY 4N° ECONOMICALLY” 


The cylindrical illuminated hangings shown above were 
inexpensively made from Lamiluxe, the new translu- 
cent display material. The material provides limitless 
opportunities for all types of backlighted store and 
window displays. It can be stencilled, air-brushed, 
printed or lithographed just like paper. Furthermore, 
it is available in four surface finishes—smooth, semi- 


pleated, semi-fluted and wafltone, a deep-embossed 
effect similar to cellular glass. Either with white or 
any of the other six popular colors, the modern 
decorator can put distinction and unique character 
into his display or decorations at remarkably low 
cost. Send for actual samples and detailed information 
listed below. 


to us or to your nearest distributor 


anunkhwe. 


A UNIQUE AND INEXPENSIVE 


TRANSLUCENT DISPLAY MATERIAL 


Nationally distributed 
Baltimore, Becker Sign Supply Co.; Boston, New England Decorators’ Supply Co.; Chicago, Display Paper Products Co.; Cincinnati, General Display Co.; 
Cleveland, Advertising Displays & Decorations; Danville, Earl W. Gasthoff Co.; Milwaukee, Artists and Display Supply Co.; New York City, Maharam 
Fabric Corp.; Minneapolis, Minneapolis Paper Co.; Philadelphia, Joseph E. Podgor Co., Inc.; Pittsburgh, Cappy & Co.; St. Louis, Garrison Wagner Co.; 


through 


San Francisco, Herman Tunick; Seattle, R. L. Cunningham; Ft. Wayne, Acme Quality Paint Store; Habana, Cuba, Regil Y Cia. 
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FASHIONS FOR THE HOLIDAY SEASON 

HOME FURNISHING EVENTS 

“GO TO THE OLD SOUTH" TRAVEL PROMOTIONS 
FOR GRADUATIONS AND WEDDINGS 

COLOR PROMOTIONS... Using Rich Tones from the South 
EASTER FASHION PROMOTIONS 

EARLY AMERICAN MERCHANDISE PROMOTIONS 


Start fou ii 3 Pow 


AND CONTINUE THROUGH ALL 1940 
THE “GONE WITH THE. WING”: YEAR 





Kemenhan ... NO ONE ELSE CAN SUPPLY AUTHENTIC 
“GONE WITH THE WIND” DISPLAY MATERIALS 
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1939 OUR NEXT ISSUE THE COVER 


"We like to link our displays with events and Each January issue of DISPLAY WORLD pre- The attractive cover on this issue of 


activities in which our customers play an active sents the Annual Display Review and Forecast—a DISPLAY WORLD was done by C. H 


part—the opera, the ballet, horse shows, flower compendium of statements from many of the leaders Engel, display director, Gil Broth 
; irector, Gilmore Brothers, 


shows, cruises, country week-ends. 4 ing ~ in the field: retailers, display managers, nationa! Kal 7 ; 
aaa . ppc pert Blog tg ea advertisers, and advertising agencies. These state- alamazoo, Mich. The window floor was 
Ores) Pee ments sum up the progress of the field during the completely covered with artificial snow, 


hically tell Nea : 
paper advertising, when they graphically tell a past year and advance predictions and helpful hints heaped up high against the pane. The 


story of buyers sent to faraway lands, or inspiration , 
esa et a series of paintings. We like, in on what may develop as full-fledged trends during 


background was d i 
the next. This year's Review and Forecast is espe- ° _ ; ee 
spangled at intervals with silver stars. 


short, to tell every woman passing by that we 
understand her life—and want to help her live it.” 
—Mrs. Hortense M. Odlum, President, Bonwit 
Teller, New York City. 


cially interesting and valuable—an issue you'll want 
to refer to many times. . . . And in addition, the 
regular features and content will appear as usual. 


The lighting was from above, spotlights 
being focused on the carol singers. 
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Television And Display 


In spite of the amount of experimental 
work being this tele- 
vision and its acceptance in England as a 
fait accompli, the projection of 
through the ether still remains pretty much 


done in country on 


scenes 


in the future so far as practical, every-day 


use is concerned. “Tomorrow” we may see 
stvle shows and fashion presentations tele- 
into and 


chalantly as a part of the regular television 


vised every home accepted non- 


program. Even television advertisements in 
the form of dramatized displays are not too 
far-tetched. 

The part the displayman will play in such 
But here 
television is 


arrangements hes with the future. 
being 
though 


and there, even 
effectively 
playing to a relatively limited audience, ot 


now, 


used within the store 


course. And a few displaymen are experi- 


menting with television backgrounds and 


settings in preparation for events to come. 











The 


to be 


honor of being the first displayman 
Beaumar 
Simon's, 


televised probably goes to 


director, Franklin 
New York City, who participated in a tele- 
from the National 
pany's studios recently. 


Jaimes, display 


Broadcasting Com- 
Whife the actual 
shown, the 


cast 
referred to were not 
influence of display 
the primary 


displays 
in modern selling was 
subject of the event.  Jaimes 


Miss 


fashion office. 


was introduced by Francis Hawkes, 
of the 
script follows: 

Miss Hawkes: At this point I should like 
to introduce Beaumar Jaimes, display direc 
firm, this 
sents the stage director and scenic designer 
I feel sure his outline of the 
work back of the presentation of a fashion 


store's The complete 


tor of our who, in case, repre 


preparator\ 


idea will be most interesting to our tele 
Vision audience. 
Jaimes: Good aiternoen, ladies and gen 


—These two windows were from a series of 

Franklin Simon's displays described by Beau- 

mar Jaimes, display director, on a recent NBC 

telecast as given in detail in the accompany- 
ing article— 


tlemen. Ii you will pardon me for para 


phrasing an old chestnut, “Unaccustomed 
as I am to public seeing—,” | am somewhat 
overwhelmed at being invited to participate 
in a pioneer telecast, but welcomed the op 
portunity ot 


when one et our current window 


taking you behind the scenes 


shows was 
in production. 


Miss H.: Why don't you tell them about 
the last battery of Fiith avenue windows 
which your department created and in 
stalled ? 

J.: Oh, you mean the “Be Glad You're 
a Woman” series? 

Miss H.: Yes, we thought them most ex 
citing. 

J.: L shall be glad to outline the produc 


tion ot the series, Miss Hawkes. But | 


think our audience would be most intereste | 
in hearing just how the idea back of a dis 
othice. 


is developed by the tashion 


play 





(Following a talk on the tashion office, 


Miss 


Jaimes to 20 throug 


Hawkes concluded with a request to 
| 


1 the various stages oO 
the actual production.) 
J.: Once the idea of a 


given promotion 


has been agreed on by the tashion office, 
it is the duty of the 
take this 


manner 


display department to 


idea and dramatize it in such 


that our audience can not mistak 
the tashion 


We ry, 


mit, to keep the Fiith avenue windows con 


importance of the presentation 


when merchandise conditions pet 
general decorative 
Fifth 
Phis not only enables us to 


sistent and in the same 


theme. This is the avenue front 


(Shows layout.) 


make a more smashing presentation by re 


peating the idea but keeps the whole effect 


more harmonious. It also permits a= sort 


of “variation on the main theme” which at 


tracts more customer attention and—inei 
dentally—gives us a lot more fun in ou 
work 

In the “Be Glad You're a Woman” series, 
we found so many dramatic angles The 


fashions this scason were made to ordet tol 
display. We this 


particularly 


considered the name oft 


series appropriate hecause, 


looking at them, we didn't see how any 


woman could tail to be glad 


Because of their extremely feminine and 


flattering character, we couldn't imagine a 


and not looking into 


passed 


woman wearing them 


every mirror she Pherefore, we cde 


cided on mirrors as the central point. ot 


decor in each window 


The 


mirrors 2" 


“What 


be long to any 


next question kind of 


M irrors 


since the first 


Was, 
period 
herself ino one 
they had to be Late Nine 


because fashions had 


woman saw 
but in this case 


teenth century the new 


that teeling definitely. 
Sketch aiter sketch was made (show 
sketches): most of them were discarded 


Finally, after an enormous amount of re 


[Continued on page 38) 
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Emphasis On Merchandise 
Alongs Fifth Avenue 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 








It's a silent Christmas season on Fifth 
avenue this year, with sound and music and 
exaggerated motion tacitly ruled out, and 
little or no attempt on the part of the leading 
retailers to duplicate spectacular or institu- 
tional windows of previous seasons. With 
the emphasis on more glamour and_ less 
clamor, store after store plays the spotlight 
on luxury gifts of lingerie and those many 
small accessory items that come under the 
heading of “Gifts for Her.” 

True, Lord & Taylor has again installed 
the great golden bells which in three short 
vears have become a tradition to the New 
York City public, but they swing in solemn 
silence with their deep organ tones heard 
only in the front foyer. On neighboring 
shopping avenues—and especially for chil- 
dren—joy is unabated and music and motion 
provide the inevitable accompaniment to 
Macy’s impressive “Parade of the Wooden 
Soldiers’—a continuous half-hour window 
entertainment launched as the climax of the 
Macy Thanksgiving parade—and Blooming 
dale’s gay Pinocchio series. 

First appearances of the North and South 
resort windows suggest that, as in the 
Christmas displays, merchandise is of prime 
importance and backgrounds are subdued to 
fashions that will color the southern beaches 
or the snowy slopes of northern climes. 

Carried out in the style of a rustic ski 
lodge is McCreery’s attractive “North Shop,” 
which in the first photograph on this page 
shows the section devoted to accessories at 
the entrance to the shop proper. All of the 
woodwork is in knotty pine veneer paper, 
with amusing atmospheric cutouts of snow- 
shoes, ski boots, sleds, and mittens forming 
a colorful frieze for the overhead trim 
around the entire shop. The “North Shop” 
title is spelled out in wood veneer letters 
backed by a strip of frosted glass through 
which light is diffused from the rear. 

The long counter case in the center (see 
center photograph on page 5) is laid with 
green and white checked gingham and uses 
a block of snow and strips of kindling tor 
display “props” and atmospheric detail. The 
smaller cases on either side show a novel 
use of panels painted with merchandise to 
act as “false fronts’—not only adding a 
decorative note but enabling the cases to be 
utilized for stock. Along the left wall, con 
tinuing into the shop proper, is a long row 
of fitting rooms, while facing them directly 
opposite are open stock cases tor ski and 
skating costumes—these all hung with gay 


—McCreery's "North Shop," seen at the upper 

left, is the work of Eric Nordin, who has charge 

of interior display. . . . The remaining dis- 

plays on this page were by Irving Eldredge, 

R. H. Macy & Co. ... (All photographs by 

courtesy of Worsinger Window Service, New 
York City) — 
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—The luxurious setting for negligees at Franklin 
Simon's was done by Beaumar Jaimes. 
Another view of McCreery's ''North Shop" is 
seen in the center photograph. . . . Giant fir 
branches, made of rattan inserted in branches 
and sprayed a dark green, were used effec- 
tively by Louis Villela for B. Altman's— 


ereen and white checked gingham with a 
little ruffled valance. Far down toward thi 
rear of the shop is an island trim with a 
mannequin posed beside an old-fashioned 
black iron stove from which a crooked pipe 
ascends to the ceiling. A pine stained trestle 
table with sturdy matching chairs lends a 
“furnished” air to the shop interior. An 
other section of the shop is done as a coz) 
little niche before an open fire, with the pine 
veneer mantel spaced with household arti 
cles in colorful cutouts, a red painted brick 
hearth, and a little built-in corner cupboard 
copied from an authentic Vermont piece. 

Eric Nordin is director of interior display 
for McCreery’s. 

With the idea of highlighting special gift 
items during the holiday season, Macy's in 
stalled a modern counter unit (center illus 
tration, page 4) in a prominent location in 
the main floor Men’s Shop—calling it the 
“Feature Giit Section.” Occupying a rela 
tively small area, the section is so designed 
as to make adroit use of every inch of space 
through the use of staggered counter units 
four to either side—each functioning as an 
individual counter allotted to a single sales 
person. 

The well-designed counter cases are red 
painted wood, projecting slightly over black 
bases. The streamlined curve of the glass 
front is repeated in smaller glass sections 
set in the top of the counters. A variation 
on this line is used in the open display cases 
back of the counters, where cut-out scal 
loped frames of white painted wood are out 
lined in a fine red line on one side, and on 
the other (not shown) use a panel of frosted 
glass on the left of the opening. 

The “Feature Gift” for each of these indi 
vidual selling units is displayed on a red 
cardboard rectangle against slanting white 
homosote panels which form the background 
of the cases, all of which are equipped with 
fluorescent lighting. Directly under the 
cases are pigeonholes for sales books, spe 
cial forms, etc., with stock bins beneath. The 
long narrow space within the section is 
given over to cash and wrapping, transactions 
which are handled via the small window 
openings in the straight panels between each 
of the display cases, one of these windows 
also appearing at each end of the section 
The black stripe over the top of the cases 
has the effect of tying all the units togethe1 
as a unified whole. Irving Eldredge is di 
rector of display. 

Spectacular color is the outstanding fea 
ture of Macy’s south shop, seen in the third 
photograph, which reverses the current trend 
for South Americana with the quiplike cap 
tion, “Go South—The American Way.” 

Interest centers on the overhead trim 
which features vivid canary yellow for the 
wall background, with a cut-out frieze of 
white wall board in a pattern of overlap 
ping whitecaps studded with glittering 
right green metallic discs in varied sizes 
The glittering sunburst effect is composed 

[Continued on page 32] 
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os Angeles Greets 
The Holidays 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 


During the past month this oasis of the 


world has gainfully employed the talents oi 
advertising men, displaymen, and movie di 
effort to make the 


1939 Christmas season the most exciting and 


rectors in one supreme 


glamorous in the history of Los Angeles. 
Every conceivable legendary fable and _ tale 
of fantasy was ferreted from public and 


studio libraries and dragged out to be dis 
Yuletide Placed in the 
master showmen, this mate 
forth 


sected fot ideas. 


hands of these 
in scintillating reality 


(Novembet 


rial blossomed 


the night betore Thanksgiving 
23 here) in a spectacle never before equaled 
in southern California. 

One of these displaymen, Pettit, 


J. W. Robinson Company, was given the task 


Harvey 


of supervising the preparation and construc- 


tion of the downtown. street decorations. 
\nd pleasing enough to the local merchants, 
multitudes of 


area. But the 


the final result brought pros 


pective customers to the 
stop with these sparkling 
The attractions 


hub of whirl 


pageant did net 


lights and colors. window 


soon became the the dazzling 
of beauty. 
In Hollywood, the 


boulevard was traditionally renamed “Santa 


world-famous cinema 


Claus Lane” for the annual activities 
Nightly, until Christmas Eve, Santa 
down the lane on a magnificent sleigh-float, 
This float 
is designed so that Santa appears to be fly- 


rides 
Waving greetings to the throng. 
ing over a town, pulled by his golden rein 
deer. As is customary here, the jovial gen 
tleman is accompanied by a different motion 
picture star on each ride. 

In both Angeles and Hollywood it is 
apparent thought 


Los 


that considerable was 


given to the designing of tableaux over the 


entrance marquees. One in particular, at 
7. WW. Company, has 
much It tells the story 
of the nativity, with the Virgin and the three 


High on 


Robinson attracted 


favorable comment. 


wise men bowing before the Child. 








the face of the building is a huge star of 
Bethlehem. — Soit from this 
spotlighted marquee contributes to its effec- 
tiveness. Barker Brothers devoted its mar- 
quees to a distinctive gift box that the firm 


music coming 


has developed and widely publicized. 











“Music hath charms—,” and it also at- 
tracts thousands of people to 
displayvmen. Consequently the musical in- 
fluence has been applied in many cases to 
draw attention and give atmosphere wher 
ever the occasion demanded. For instance, 
at the downtown May Company, recordings 
from the “Wizard of Oz” are continually 
emitted from concealed amplifiers, while in 
an adjoining window the animated 
characters from the movie dance and wrig- 
gle about to the joy of shoppers. A window 
at the Broadway-Hollywood store has three 
real bells ringing out Christmas cheer overt 
little town, the entire 
huge Christmas card. 
choir of children’s 


stores, say 


corner 


a might scene of a 


setting resembling a 


Inside the same store a 
voices sings carols and hymns. 
But at this time of the 
thoughts are about Christmas, however 
There are formal engagements to attend, 
comes 5 o'clock and the cocktail hour, and 
later in the evening and after the theatre the 
night clubs beckon. So at Robinson's we 
interesting 
window 


vear not all 


found a series of “nite 
spot” tie-ups. 
ground a painting of the more prominent 


illustrated 


very 


Each had as a back 


local rendezvous. In the one 

here, Earl Carroll's theatre is featured. The 
theme of the series is after 5 o'clock, so 
the paintings are all night scenes. At one 


side of this window are great champagne 
—Above and center, two displays by James 
David Buckley, Saks-Fifth Avenue, Beverly Hills 
... at left, by Harvey Pettit, J. W. Robinson 
Company. ... (All photographs by courtesy 
of "Dick'' Whittington, Photographers, Los 


Angeles) — 
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—At right, by Stuart Raymond, Broadway 
Department Store ... center, by Harvey Pettit 
... below, by J. Roy Stewart, Barker Brothers— 


glasses, one overflowing with formal acces- 
sories, the other bubbling over with crystal! 
spheres. A cockerel with a profuse appen- 
dage of multi-colored tail feathers sits on 
the brim of the glass. Authentic menus of 
the various cafes are in each case worked 
into the display. All windows of this series 
were brilliantly illuminated. They were de- 
signed by Harvey Pettit, display manager. 

James David Buckley, Saks-Fiith Avenue, 
Beverly Hills, recently had a series of opera 
windows that are well worth mentioning. 
Each window represented a different opera. 
\ life-size blowup of the most prominent 
character of the opera was located close to 
the mannequin. The character illustrated 
here is Tristan, of the opera “Tristan und 
Isolde.” He stands attired in full costume, 
the lyrics printed on paper balloons coming 
from his mouth. The mannequin, dressed in 
a fashion designed trom the same period of 
history, is singing also. In the foreground 
of each window is a book of the particulat 
opera represented. 

For Christmas, the Buckley windows are 
again distinctly different. One series tea- 
tures a reindeer made of a_ variety of 
sumac. This sturdy plant proved to have 
great lasting qualities, and there was no 
withering or loss of shape noticeable. The 
animal's antlers are made of branches and 
illuminated with bulbs of all colors. These 
were principally accessory windows. Other 
Saks displays were of a Russian motif, with 
historic plaques of subordinate interest. 

“Snowy white for the Christmas bride” 
(top, page 7) is the theme for the Broadway 
Department Store window by Stuart Ray- 
mond. As it was the only one of its kind, 
it presented an attractive variation from th 
general run of seasonal windows. The en- 
tire display is white, brilliantly illuminated. 
In the background behind the bride are tubes 
from a pipe organ. Poinsettia bouquets are 
arrayed about the setting for contrast. In 
a pew near the pretty bride five choir boys 
are singing “It’s Christmas time at the 
Broadway.” At one side are two brides- 
maids dressed in their silks and satins, with 
a small group of accessories close at hand. 

In the center display on this page (J. W 
Robinson Company), our eye was attracted 
to the window because of the fluctuations of 
the lighting. At regular intervals the light 
fades from red into blue into amber. Com- 
ing close, the attention is drawn to a silver 
background on which is painted a fireplace. 
\ paper cut-out of Santa Claus is preparing 
to decorate one of the tin-foil Christmas 
trees in the window, while a mischievous as 
sistant (paper cut-out) fills the hanging 
stockings. The tin-foil trees, one at each 
end of the window, are surprisingly recep- 
tive to the lighting arrangements. 

Toys and games and all the things chil- 
dren love at Christmas are shown in this 
fascinating Barker Brothers window by J. 
Roy Stewart. The background and sides of 
the entire window are made of blocks, some 
sticking out at angles and covered with toys 
A jack-in-the-box, toy jewelry, automobiles, 
balls and books, ete., are placed on every 
available corner or edge. 
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The Tatlored Woman 
Goes For Novelty 


By HELEN WATKINS 
The Tailored Woman, New York City 


Facil silbeall: ale elinlbetbnmnpaiveae, 
nl A a 








For ten vears the impressive building on 
the northwest corner of 57th street and Fifth 
avenue had been dark. Well known as a 
white elephant of °'29, to Eugene Denton, 
president, The Tailored Woman, it pre- 
sented possibilities. He visualized a change. 
“IT want that corner to be a flaming ball of 
light at night, and a scene of busy activity 
during the day.” 


A lease was signed. Architects, masons, 
carpenters got busy, the place was remod- 
eled. Innumerable small windows were 


ripped out, to be replaced on Fifth avenue 
by two curves of invisible glass measuring 
12 feet by 6 feet—and on 57th street by 
four broad expanses of glass 8 by 18 feet. 
Visibility now became a fact, the extensive 
lighting equipment was in place, and by a 
stroke of expert showmanship, Denton got 
activity around the heretofore dead corner. 
He introduced living models. This sent the 
store off with a nightly show which attracted 
crowds. 

The technique is simple. Living models 
enter the scene in the foyer. A lovely eve- 
ning gown swirls down the steps, a white 
fox wrap is laid aside and a motionless 
dinner party becomes a living, breathing 
actuality. Nevertheless, the movement is 
kept to a minimum. The ability of the 
models to sustain a pose brings a smile of 
pleasure from the spectators, then exclama- 
tions of wonder—even the question, “which 
of them is real?” 

But, you may ask, “Living models in the 
windows !” 

No; in our foyer. 

How could this be achieved ? 

The foyer of The Tailored Woman is a 
distinctive feature. It extends back of the 
two invisible glass windows, and is entered 
by the front door which is opposite the large 
curved archway as seen in the photograph; 
this opens into the store’s millinery depart- 
ment. The Fifth avenue windows proper 
end 2% feet behind the invisible glass where 
the large foyer begins. This foyer, an area 
of about 330 square feet, provides space in 
which a fairly large background can be 
built, and still leave room for six or more 
mannequins. The following may give the 
reader some idea of its size. For the recent 
horse show windows we borrowed a life- 
size horse and bedded him in straw, with 
one mannequin holding his halter rope. On 
the other side we placed a phaeton with two 
occupants posed in it and two others stand- 
ing near by. Other actual settings such as 


—Anything goes in display at The Tailored 
Woman, New York City—from live models in 
the foyer display to a dignified interior in 
which black and white marble, oak, and glit- 
tering chandeliers rule supreme— 
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—Various displays from The Tailored Woman 

are pictured here, ranging from tombstones 

to signal the interment of ''Bad Taste'’ and the 

like, to a simple setting for evening gowns. 

The picture at the lower left shows crowds 

inspecting the foyer display in which living 
models are used— 


a table, set for four, from the Viennese Roof 
ot the St. Regis, and the black and gold 
mirrors used to suggest the background for 
the formal opening night at the Persian 
Room, have proved excellent backgrounds 
against which to show our evening apparel 

The side windows are shallow and very 
broad; this, while not being ideal, does 
bring the merchandise nearer the customer 
that customer, may we add, that likes to 
count the stitches and smell the heather of 
the tweeds—but in effect, this shallow di- 
mension limits the extent of the “trim” and 
sets forth the merchandise more directly 

Recently the experiment of combining a 
spooky graveyard scene from a drawing ot 
Peter Arno’s (one of the New Yorker's art- 
ists) with built-out tombstones, on which 
we stated we had buried “Bad Taste,” “The 
Bizarre,” and a few other pet hatreds of 
President Denton. This proved that a pres 
tige window using no merchandise, but stat 
ing our policy, did attract attention—of 
course it coincided with Hallowe'en, so that 
few religious scruples could be offended. 

The store has taken very naturally to its 
new home. On the street floor the dignity 
ot the setting is enhanced by natural oak 
paneling, an inlaid floor of black and white 
marble, and graceful suspended chandeliers 
give an elegance to the various departments 

millinery, jewelry, cosmetics, handker 
chiefs, gloves, stockings, and bags which are 
located on the center part of the floor. Ad- 
joining this in the form of an “L,” is the 
sportswear department. Offices are located 
on the mezzanine and above are two lux 
uriously carpeted and beautifully decorated 
floors with the various departments for ex 
pensive dresses, formal evening clothes, lin 
gerie, furs, and coats. 

Writing a postscript one month later, we 
find it best to ramble a bit briefly over those 
windows we liked in the intervening weeks 

that came across either in terms of mer 
chandising or idea (carefully forgetting 
those that did neither). 

The usual clash of Christmas and south 
ern resorts echoed up and down the avenue 
and we had our fling, too. Christmas win 
dows the night before the “first” Thanks 
giving, red evening dresses (wonderful ones) 

gigantic lighted candelabra, long garlands 
of laurel draped in the foyer and on the 
window proper, with a collection of gift bas- 
kets. All to be whisked away a week later 
and replaced by “The Beach” as seen in 
the photograph, an ideal set with brilliant 
amber spots casting radiant sunshine over 
the “gals” in their multicolored sun suits 
The public enjoyed these windows—and in 
cidentally we should mention that the use of 


has been aban 


our live models in the foyer 
doned during winter weather, regretfully, we 
might add, for from all reports they had 
a very direct effect on sales. 
A new background in window No. 6 on 
57th street has given us a better use of the 
[Continued on page 35] 
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State Street Wades LDeep 
In Christmas Spirit 


State street, silvered with magic, wears 
holly in her hait a string of jeweled 
lights) about her throat Qur ubiquitous 
Santa Claus is on every corner and there 
are more red-paper chimneys than a small 
boy could count. Tinkle of bells flash 
of gay boxes cloppet of heels... dis 
tressed police whistles. “Hark the Het 
ald) Angels Sing!” Small faces press 
against frosted shop windows as wide eves 
watch storyv-book scenes come to life \nd 


the perennial electric train exhibits are ob 


structing pedestrian traffic in a highly satis 


lactorv manner, 


Dedicated to the tots, but attracting an 


equally large share of adults, is Goldblatt’s 
Van Buren. street corner window display 
depicting ‘Santa's Workshop,” presenting 


“His Cheertul Little Helpers.” Dominating 


a “rough-hewn” interior scene is old St. 


Nick 


a prepossessing throne. 


himself, a gigantic form seated upon 


Peering through an 
open window at his right is one of his famed 


octette of reindeer, eager to be off \bout 
the room, busy at their varied tasks, are a 
number of animated gnomes, some 3 feet 
in stature, garbed in the gayest of colors 


painting 

wriggling their noses, puffing and stamping 
rate \t 
appears through one of the two 


sawing, planing, forging, 


at a. great intervals the shop's 
“overseer” 
wall, 


room to make sure that all 


practical wooden doors in the back 


stalks about the 
is going well. He looks for all the world lke 
one ot his mechanical fellow workers, but it 
is our suspicion that he is actually a midget 
which 


in disguise one of the company 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


the store is featuring as a special attraction 


in its tovland section 

Display Director R. R. Jericho of the 
Boston store scores a sure-fire hit with a 
“Land of Oz” window. Center of interest 


is a small revolving stage presenting four 


tableaux based on the inimitable Oz stories 
: Munchkin Land, Land of the Winged 
Monkeys, Emerald City, and the Farewell 


Scene. Replicas of the famed “Tin Wood- 
man,” “Cowardly Lion,” “Scarecrow,” and 
“Dorothy” add a large measure of appeal 


to the magic, toy-strewn set. An attractive 


poster issues the invitation, “Visit the Lana 
ot ()z mar 
Next-door window 


. eleventh floor.” 
at the 
devoted to a striking exhibition of 


Boston Store is 
boudoir 
slippers and companion accessories. Against 
white Christmas 
tree of molded composition forms an inter 


a red back-panel a frosty 


esting contrast. The tree is constructed ot 


two vertical sections, hinged like double 
doors, so that it may open at intervals to 
disclose a tier of glass shelves bearing 
perfume, powder boxes, satin slippers, and 


items. At either side 


other suggested gift 








shatts of 
forestage 1s 
Santas 
holding platforms and shelves for the dis 


vertical 
The 


wooden 


back-panel are 
indirect light. 
by decorative 


ot the 
greenish, 
nade gay 
play of vari-colored mules and slippers. Gift 
add a Yuletide 
legend on a_ placard 
the Gift Approved by 


boxes, too, note of excite 
ment. The 
“Choose Slippers 

Tradition.” 
Mandel’s scoops the loop with its “Toy 
from Walt 
“Pinocchio,” 
State and 
street window permits duplicate 


reads, 
Christmas 


ville Preview Scenes” Disney's 


soon to 
Madison 


proscenium 


new motion picture, 


be released. The store's 


openings for the moving Disney pageant, 


—Leschin's has abandoned the headless dis- 
play figures so long associated with this store 
One of the 
figures reposes at the foot of the stairs in the 


in favor of modern mannequins. 


lower foyer by day, and is moved to a spot 
before the 
Arthur Payne is display director. 


novel door at night. 
. (All 
Fred Kuehn, 


Photographers, Chicago)— 


all-glass 


photographs by courtesy of 
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one on each outer wall of a towered fairy 
tale house with many delightful features 
The outside corner towers contain large 


cuckoo clocks, with cartoon conceptions of 
the birds in constant action. And below 
either clock is a pair of archways through 
which pass a host of make-believe character 
dolls and animals, mounted on a revolving 
circular platform. Other toys are scattered 
generously over the new-fallen snow outside 
the house, and high over the roof-top a great 
Santa beckons to eager bovs and girls 
Speaking for the jolly old gentleman, a card 
states “Santa Claus Wants to See every 
child on the sixth floor.” Constance Chris 
ten is display manager. 

“Mandel’s Holiday Fashions in Motion 

Your Favorite Gift from your Favor- 

ite Store... A Merry American Christmas,” 
reads a hand-lettered poster in one of the 
firm's State street windows, featuring a 
presentation upon a revolving platform. Un 
usual display piece is a modern silver foil 
Christmas tree some 6 feet high, mounted 
upon an inverted “V"-type tier of shelves 
holding an assortment of bags and. street 
accessories. The mannequin, which also re- 
volves upon its own small base as the merry 
go-round platform moves, is dressed in a 
sheer frock of a light neutral tone, a mauve 
hat, carries a tag advising, “Extra Dry 
Color News for a North-South wardrobe.” 
Twin trees of silver foil at both ends of 
the rear wall are illumined in red and blue. 

Carson Pirie Scott & Co.'s Christmas cir 
cus featuring marionettes is coming in for 
its share of attention from passersby. On a 
miniature stage are a tan plush lion, Santa 
Claus, and Donald Duck peddling balloons. 
In the sawdust ring outside the puppet tent 
is a parade of toy elephants, bears, monks, 
giraffes, and baby pandas against a back 
ground of orange, blue, and white step-up 
circular platforms. J. W. Campbell is dis 
play director. 


—Novel settings by Michael Michele, Saks- 

Fifth Avenue, Chicago, are pictured here. The 

harlequin masques have a Picasso influence, 

planned by Michele and executed by Edna 
McGrew, of Sandra— 


VISPFLAY WORLD 


Traditional Yuletide scene is the enchant 
ed snow steeped torest in Marshall Field & 
Co.'s State and Washington street window, 
where Director Arthur Fraser has done an 
excellent job of capturing atmosphere. Over 
a lone stump two squirrels trisk playtully 
and a small vellow dog throws back his head 
to bid for attention. Up the hill, where the 
cut-out trees form a lacy pattern, three 
ruddy-faced boys, trudging home with a 
newly felled pine tree, nod their heads and 
smile. A lighted window in a tar distant 
cottage sheds a_ triendly glow upon. the 
scene 

Leschin’s, ensconced in new quarters, pre 
sents to an admiring public an ensemble ot 


new mannequins in lieu of the headless fig 


ures used herefore by the store. Display 


Director Arthur Payne stations an attrac 
tive seated figure at the foot of the stairs 
in the lower foyer by day, places her on 
guard before the store’s unusual all-glass 
front door at night. Interior and exterior 
exhibits are pictured on the opposite page 





Director Payne reports the new silent sales 
women are doing a topping job of met 
chandising. 

Michigan avenue, splashed with = gold, 
places the accent on tashions regal, hails 
the holiday season in sophisticated manner 
Particularly timely in view of the current 
Picasso display at the Museum of Modern 
Art in New York City 1s Saks-Fifth Ave 
nue’s trio of windows supervised by Michael 
Michele, two of which are pictured upon this 
page. Theme poster reads, “Picasso's Harle 
quin, our Christmas symbol, personifies the 
gay and intriguing in eitts.” Mannequins, 
gowned in Picasso blue velvet, accented with 
shocking pink, are dramatized by the etfee 
tive background draperies, given the blue 
green tone of the color theme through the 
use of floods and spots. Striking the mood 
for the displays are the blue wire harlequins, 
wearing pleated white crinoline ruffs bound 
in shocking pink, capped, masked, and gloved 
in blue velvet. These conceits were planned 
by Michele, and executed by Edna MeGrew 
ot Sandra. White feather fancies top the 
small display stands, and there are copies 
of Gertrude Stein's “Picasso” and posteard 
prints of the artist's paintings seattered 
among the host of intriguing gift items 

Modernistic guide-post and weather-vane, 
also pictured, is) located in the fover of 
Saks. Indicators make timely gift sugges 
tions, point the way to the store's various 
departments \ sparkling evening gown 
and an array of happy inspirations tor 
puzzled shoppers are presented on the ci 
cular platform. 

To round out the Chicago scene the jewels 
in ©. 1). Peacock’s series of windows (not 
illustrated) take on new sparkle this month 
because of the respectfully humorous foil 
paper angels standing about holding tapers 
or lustily singing hymns They are good 
angels with golden halos, silver wings and 
downeast eves, but they have a modern flan 
for gaily colored skirts and they are just 
the tiniest bit tongue-in-cheek. White scrolls 
mounted on metallic boards, tuned to the 
season with bows of ribbon and clusters of 
tiny golden bells, suggest, “Gifts from Pea- 
cock’s Please the Feminine Heart.” 
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Here and Ihere 


The Ballet Russe de Monte Carlo, the Silk Parade, and displays with 
a Botticelli influence furnish the subject for this month’s “Here and 
There.” In the lead-off position across the top of this page and the next 
are six windows taking their therne from the Ballet Russe, which is to 
appear in some fifty-four cities during the current season which ends 
around the middle of March 

Particular interest is being shown this vear, it 1s said, in the six ballets 
new to the company’s repertoire. These are “Bacchanale,”’ with sets and 
costumes by Salvator Dali; “Ghost Town,” for which sets and costumes 
were created by Raoul Pene du Bois; “Devil's Holiday,” with sets and 
costumes by Eugene Berman; “Capriccio Espagnol,” with Mariano 
Andreu responsible for the costumes and sets; “Igrouchka,” for which 
Natalie Gontcharova did the sets and costumes, and “Rouge et Noir,” 
with sets and costumes by Henri Matisse 

The particular displays illustrated here were done by the following 
New York City displaymen: upper left and center, by Sidney Ring, Saks- 
Fifth Avenue: upper right, by Sam Blum, Bloomingdale’s; upper left, on 
the following page, by E. G. Woolard, Arnold Constable’s; center and 
upper right, by Tom Lee, Bonwit Teller. 

\ great number of display tie-ins were made with the Ballet Russe 
last year, and it is expected that still more will appear this season. 

Complete details of the results of the display contest conducted in 
connection with the annual Silk Parade, which concluded recently, will 
be found elsewhere in this issue. Several of the prize-winning windows, 











however, are illustrated here. At the left center of page 12 is shown the 
display which won first prize, created by Ernest Leeker, Stix, Baer & 


Fuller Company, St. Louts. In the same position on this page is seen 
the winner of fifth prize—by Irving Eldridge, R. H. Macy & Co., New 
York City. Three other windows which carried off awards are pictured 
on the opposite page: left, by Dana O’Clare, Lord & Taylor, New York 
City, second prize; center, by Benno de Terey, W. & J. Sloane Company, 
New York City, seventh prize; right, by Sam Blum, Bloomingdale’s, New 
York City, ninth prize. 

“Botticelli in Swing” might be suggested as the motif back of the 
three displays from Bergdorf Goodman, New York City, as seen below 
on this page. As a matter of fact, the Botticelli treatment is rather third- 
hand. The master’s painting of “The Birth of Venus” inspired Raoul 
Dufy to attempt a similar scene, but done in a grotesque “modernist” 
technique. The Dufy painting, in turn, served as inspiration for the 
Bergdorf Goodman windows over which Margaret Macy rules, assisted 
by John Reilly. 

“After Botticelli” was the actual title of the displays, the purpose ot 
which was to show a quality line of bath preparations in an atmosphere 
of elegance—with sub-motifs of the sea and modernism. The sea element 
was necessary because the merchandise consisted of Xandra Sea Moss 
bath preparations. 

The center of each window presented an ensemble to tie in with the 
Xandra bath: for the bride, Orange Blossom Sea Moss bath and a shell 
bowl of orange blossoms; for a prelude to the evening out, a bouvardia 
bath, accompanied by a cluster of real bouvardia. Other windows carried 
out the same idea, always to the Botticelli accompaniment. 
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Display Bits... 


By Edward Henry Tackhey 























Happy New Year!—From the author, 
from the editor, from your store to its 
clientele, from everyone to everyone! 











Figure |: let a right and left of this 
gay litile fellow hold a ribbon arch above 
those wee hours accessories, while figure 
2 is a good theme for crowing about 
those New Year's eve cocktail shakers, and 
similar wares. 


Use a paneled background with a large 
doll or child's figure outfitted with top 
hat and diapers for figure 3, while for 
figure 4 use a child's figure or cutout, sus- 
pending variously colored and lettered 
balls by invisible wire from the window 
ceiling. 





Figure 5 lends itself very well for pillar 
treatment or as a decorative unit for an 
otherwise blank wall. 
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Southward Ho? 
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—The absence of foreign cruises this scason wi!l undoubtedly mean a by Louis A. Banks, The Hecht Company, Washington. The platform on 
great increase in the number of tourists who will head south in their flight | which the mannequins stood was kept in constant swinging motion. Right 
from bitter weather. Here are some winter holiday displays which pro- column, top, Ulian's, Worcester, Mass.; center, by J. C. Nichols, for John 
duced. Left column, top, by R. M. Maher, Walker's, Columbus, Ohio; | Wanamaker Philadelphia, Inc., Philadelphia; bottom, by Ray Larson, T. S. 
center, by Karl Schlecht, Lord's Department Store, Evanston, Ill.; bottom, Martin Company, Sioux City, lowa— 
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By LE. Summerton 


[Typical of the present season is this group 
of show cards by L. FE. Summerton, Kisber’s, 
Jackson, Tenn.—the latest in a series done 


DISPLAY WORLD by. the 


outstanding card writet 


espe ially for 


In these four cards Summerton’s ability 
at layout, design, figure work, and lettering 
is very apparent, and, while it is not dis- 
cernible in a black and white reproduction, 
his selection and combination ot colors 1s 
equally good. 

The “Stop Light 
brush, with the outline of the traffhie light by 


Red” card is done in 


pen. The slant of the standard and the en 
circlement of the signals with the “O” of 
the word “Stop” gives the card a very at 
tractive animation. The words “Light Red” 
are done in red, with the remainder of the 
copy in black. The lamp standard is in dif 
ferent shades of green, with the signals in 


ICN ne ua 
Invitation ; 
SAavs 


TRICTLY » 
FORMAL 


their usual shades of red, green, and amber. 
The card stock itself has a cream colored 
finish 

In the next card the beautiful figure work 
is done entirely in pencil, using an ordinary 
pencil for the face, arms, and shoulders, 
and a magenta-red water color pencil for 
the dress, the baroque mirror trame, and the 
remainder of the background treatment. The 
mirror shades from dark blue at the right to 
the natural cream color of the card stock 
at the left. The lettering, in keeping with 
the formal note of the card, is simply done 
“Strictly Formal’ 
appear on a small card protruding from an 


in black The words 
envelope appliqued to the poster. 

The huge bell shown so graphically on the 
next card is outlined with a brush in a dark 


gray hue, and variations of the same tone 
create the shading used throughout. The 


11 


copy is brush lettered in black on a cream 
colored card stock. 

For the hour-glass card, Summerton used 
an unusual combination of a light bluish- 
gray for the glass outline and a green-black 
for the framework. A wood effect is 
achieved by parallel shadings in 
The letter 


narrow 
graduated tones of gray-green. 
ing is in black on white stock. 

For the January issue, Summerton starts 
the New Year right with what he promises 
will be “an innovation” in show cards. 


Hermanson Preparing For 
Second Twenty-Five 

George L. Hermanson recently entered up- 
on his twenty-fifth year as director of dis- 
play for the Republic Merchants association, 
Republic building, Chicago. He is widely 
known in the display field. 
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National Display Article 
Draws Varied Response 


In the November DISPLAY 
WORLD appeared an article entitled “The 
Red-Headed Stepchild of National Adver 
tising” in which a number of the nation’s 


issue of 


leading advertising executives gave thei 
opinions as to the reasons for the decrease 
in the use of display campaigns by national 
advertisers. The response to the article has 
ranged from requests for reprints in quantity 
and letters of commendation for bringing 
the matter into the light down to a couple 
of letters of censure—one from an individual 
rather closely connected with the production 
of displays, the other from a representative 
of a national advertiser who stated his lack 
of sympathy for “cry-babies who can't get 
results.” 

An excerpt from this letter is as follows: 

“Display advertising is certainly no step 
child in our business; it is a favorite son, 
and a sizeable portion of our dealer service 
appropriation goes into the windows of lead 
ing retail jewelry stores. 
“It seems to me that your discussion 
avoids the really pertinent facts of the 
case: (1) window advertising is a necessary 
and valuable part of any modern merchan 
dising program; (2) if display advertising 
of any given concern is not used or appre- 
ciated, that is because it (a) either fails to 
be sufficiently outstanding, (b) does not meet 
the dealer’s requirements, or (c) the adver 
tiser himself does not sufficiently analyze 
the problem to find out what it takes to get 
window display space. 

“I am personally very unsympathetic with 
cry-babies who can’t get results, for when 
such is the case there is obviously good and 
sufficient reason. We, for instance, find no 
difficulty in getting space and proper use of 
our display material; our problem is two 
fold: first, there isn’t enough money to buy 
all the things we should have; second, there 
are very few, if any, display manufacturers 
who have what may properly be termed 
original and intelligent jewelry display 
ideas.” 

\mong the many comments received were 
several from displaymen concerned with 
production or installation who took the time 
to outline their ideas on the different angles 
discussed. Space limitations prevent giving 
all the replies in this issue, but future arti 
cles will deal with the subject from various 
viewpoints. Excerpts from some of the 
replies are given below: 

From Oklahoma City: “We feel that the 
independent druggists do not get a fair deal 
when it comes to window displavs due to 
the chain stores getting 50 per cent more 
display material than the independent. They 
quite naturally resent this. There are ap 
proximately seventy good drug stores in this 
city and we have from one to ten calls a 
day for window displays. The big demand 
is for drug windows and we find that ap 
proximately one out of every 100 druggists 
that includes the out-of-town 


territory which we cover. We even find that 


asks for pay 


the druggists are so glad to get these dis- 
plays that they want to help install them. 
“Apropos of too many druggists wanting 
their windows for merchandise, there are 
two drug stores in this city that use their 
which 1s cer- 
tainly a very small percentage. We find 
that the reason for small towns merchandis- 
ing their windows is due to the fact that 
window displays are so few and far between 
that they have to do something in the mean- 
time. To give you an idea of the demand 
for displays in this part of the country, we 
install 150 displays in approximately forty 


windows for merchandise 


towns. 

“We realize, of course, that there are 
plenty of punk display services in the United 
States, but we also feel that the salesman 
should be able to determine the good serv- 
ices and pick one in his territory that is 
reputable and, therefore, eliminate the punk 
ones sooner or later. Where displays are 
mailed out direct to the store, in nine cases 
out of ten they never see the window. There- 
fore it is better to pay a minimum price to 
have these displays installed and be assured 
of at least a seven-day showing. 

“One thing we feel sure about through our 
contacts with the druggists and that is that 
the manufacturers for which we install 
window displays sell more merchandise than 
all the rest of the companies put together. 
We have helped manufacturers put over new 
items in this part of the country that the 
druggists never would have taken had it not 
been for the window displays that went 
along with the merchandise, and the drug- 
gists’ confidence in our word.” 

From St. Louis: “A study of the decrease 
in the use of window display campaigns by 
national advertisers is without a doubt a 
most timely and important subject. It 
brings up many problems, many reasons why 
However, the 
sentiments and opinions of those contacted 
by DISPLAY WORLD in conducting the 
survey plainly show a= serious misunder- 


this industry has suffered. 


standing in one respect by the user of dis- 
play. 

“The point should be made clear that 
difficulties experienced by the national ad- 
vertiser in the use of display in no way 
prove that display is not a major advertising 
medium, or that properly executed display 
does not bring satisfactory results. Display 
will always be an important cog in the mer- 
chandising and selling of most business en- 
terprises. The results, however, will be de- 
termined by the proper handling or applica- 
tion of display. 

“IT can very definitely prove that many 
display campaigns are highly successtful- 
but in every case the successful campaign 
was not a hit-or-miss proposition; it was 
well planned and executed by people who 
know something about display and who are 
striving continually to learn more about it. 
campaigns that 


I have also seen many 
showed plainly from the very beginning that 


they were doomed to failure—and in every 
case the planning and execution of the dis 
play campaign were left in the hands ot 
individuals who do not have real knowledg 
otf how to use this medium properly. It 
seems to me that the national advertise: 
would do well to give the same accurat 
thinking and planning to his display prob 
lems as he gives to other media. 

“The whole trouble lies in the lack 01 
thinking, planning, and application.” 

From New York City: “DISPLAY 
WORLD has done a great service to th: 
display industry and to the national adver 
tiser in bringing to the surface many con 
ditions that have been growing worse fo: 
years in connection with the production ot 
quantity displays. As a veteran in the quan 
tity animated display field, I have been in 
the midst of the maelstrom and although 
seeing and understanding the forces at work 
I could do little to help. When the true 
conditions are known, symptoms of which 
came out in the article, ‘The Red-Headed 
Stepchild of National Advertising,’ then th: 
manufacturers of quantity displays and parts 

will no doubt get together and ‘do 
something about it.’ 

“My analysis of the situation which is sup 
ported by the DISPLAY WORLD survey is 
this: 

“I. Many 


strike against the same old inanimate cutout 


retail dealers have gone = on 


with crepe streamers on one week stands fot 
When the national adver 
tiser says, ‘Druggists are not so prone to 


a single product. 


accept window displays’ and ‘they are not 
allowed to remain in the dealers’ windows as 
before,’ he is talking about this type of dis 
play. Yet the mass display or related prod 
uct window by no means prevents the na 
tional advertiser from putting in a_ strong 
sales-promoting unit for his product. — In 
fact, several products could be so repre- 
sented and the retailers greatly benefitted by 
increased sales. 

“IT. Retailers do not demand payment 
when a display is so designed and moder- 
ately sized that it sells the product without 
preventing the display of other goods. Many 
neat action units will demonstrate the sales 
points about a product and increase the sales 
volume from the day of installation for 
weeks and even months. (Proof on request.) 

“Then, too, let's be reasonable; why should 
a retailer give up an entire window for a 
week to a razor blade and crepe paper unless 
he is paid for it? His possible gross sales 
and margin of profit would be much smalle: 
than any number of other products whose 
makers are also willing to decorate the win 
dow. Why doesn’t the blade manufacturer 
call for ideas from display makers for a 
10-by-14-inch unit that will show the blade 
splitting a hair or something, and have on 
the base, ‘We also recommend a very good 
shaving brush and a time-saving cream—ask 
at the counter’? 

[Continued on page 33] 
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W. M. ZEPPEN-FIELD 


STUDIOS 





HOLLYWOOD 


th: 





ot PRESENT 


as Their latest creation for !940—THE 
NEW FLEXIBLE MEN'S MANNEQUIN 
In —completely flexible at neck, arm, 
by waist, hip, knee and ankle; easy to pose 
sitting, standing or in action, lending 
1) an Esquire Smartess and Nonchalance 


we to any style of clothes. Designed with 


Holiday Greetings 


id many far advanced features and ob- 


a From Hollywood to Our 


tainable in papier mache or composi- 


Many Friends 


tion. A suitable companion for our 


et famous ladies’ figures. 


i W. M. ZEPPEN-FIELD STUDIOS 


1057 NORTH LA BREA AVE., HOLLYWOOD, CALIFORNIA 
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Bates’ National Advertising 


Backed Up By Display 


By G. V. COWPER, JR., Advertising Manager 





It is our firm belief that our advertising 


which reaches the consumer via the pages 


of Good Housekeeping, Vogue, and the like, 
can do a good, thorough job of selling only 
when it is widely supported at the point-of 
sale by caretully designed displays. 

Prior to the 
tional advertisements, retailers are 


date of issue on Bates’ na 
informed 
of the theory behind the advertising and why 
a special promotion opportun 
this 


retailer and 


it represents 
through with idea ot 
with the 


coordination of national advertising and 


ity. Following 
complete cooperation 


dealer display, all consumer advertising is 
of a type to fit in with retail selling events 
To give you an example of how this works 


Bates Fabrics, Inc., New York City 


out, more than 600 stores ran window dis- 


plays featuring Bates’ “Back-to-school” pro- 
motion, tying-in with the Bates advertise- 
ment in the September issue of Good House- 
This ad full-color 
an issue especially featuring 


timed 


keeping. appeared as a 


bleed 
hack to-S¢ hool 


page mM 
merchandise. It was 
promotions by 


and the 


to coordinate with similar 


retailers throughout the country, 
ground work was done during June, July, 
direct 


Bates’ wholesale distributors and their 


and early August by salesman con- 


tact 


salesmen played a large part in this program. 
We believe that Bates’ 
point-of-sale advertising, which reproduces 


more pec ple see 


the magazine pages in full color, than see 
the magazine pages themselves. By the end 


of the season we expect to have tront win- 
dow displays in close to 2,000) stores, sup- 
ported by many hundreds more special de- 
partmental displays. 

Pictured here are photographs of typical 
Bates displays. The small illustration is of 
our special “Shop Window” background, 5! 








feet in height and made of metal, wire, and 
laminated board. The various reproductions 
of our national advertising can be inserted 
in this displayer as shown. In the display 
included a brochure 

various arrangements and 
the handsome unit, as well as a detailed pro- 
and 


carton is suggesting 


store uses for 


window 


gram for promotion—trom 
newspaper display to actual arrangement 
of merchandise. 

As an example of how large stores fol- 


lowed through on these suggestions we 
might mention that R. Hl. Macy & Co. cre- 
ated four college rooms in their bedspread 
department, Filene’s contrasted an 1890 col- 
with one of today, Kaufmann’s 
Clothier built 


displays—all of the 


lege room 


and Strawbridge & special 
departmental 
mentioned treatments being far 
orately 
stores’ previous bedspread merchandising. 


above- 
more elab- 
these 


arranged than in any” of 


The other illustrations show how the dis- 
player fits into practically any display set- 
ting—efficiently serving to remind the cus- 
tomer at the point-of-sale of the advertising 
she had previously seen in her favorite pub- 
lication. 
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| 
Nw r fff! 
architecturally sculptured. || 
Never used before in dis- itt 
plays. 
if FEEEEE PEITETE CLLCereeee! 
TTTTUHHTTTTTT ETT 
i HLH Ht ikl tt 
° : LEPELERL EEL! cf EET 
FPEEETET TET B 
¢ P HAH l| 
Individual Tiles or Panels LkAl i cbcueul 
TILE SIZES Hi (@ NOExXGEND 
DORIC Pattern 17”x19”. 
CORINTHIAN (Circle) Pattern 
15”x17”. 
A few make a complete dis- 
play. 





combinations. 


| / i 
a 


C Tri-color blends. All color | 
i 










































































Ri ing? 
Flexible for Columus. ( 
Rigid for Panels. ; 
AVAILABLE AT YOUR DESIGNED and PRODUCED BY 
LOCAL DEALERS... SHENKER DISPLAYS, N. Y. CITY 
Samples and Prices Upon Request Display Builders 





rirituea'y JAMES A. COLE CO. 


FOUNDED 1887 


235 4th Avenue - - - New York City 


Display Materials That Pay Dividends 
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ain Store Display 
eed Not Le Irite 


general impression in the dis 
field that 


the whole, 


There is a 


chain store displays are, on 


considerably 


play 


sub-standard when 


compared to those for other type stores. 


There 1s some justification for this feeling, 


for in many chain stores display is given 


attention and this 1s 
at the 


which greet the passerby. 


only passing very ap 


parent in a glance stretch of windows 


hand, several chain organt- 
down-to-earth 

\mong them 
especially in the 


On the othe 


zations are doing a realistic, 
display job which is excellent. 
Roebuck & Co., 


Other instances come to 


is Sears 
firm's “A” 
mind, but perhaps one of the most outstand- 


stores. 


ing examples of good chain store display is 
that of V. M. Curto, J. C 
Mich 


Penney Company, 


Lansing, 


Displaymen have been keeping an eve on 
e 5 e 


Curto for time, as his ability came 


some 
more and more to the fore. He has an un- 
questioned flair for displays that are “strict- 
ly selling’ in with 
vision, clarity, and skillful use of relatively 


nature, but executed 


ARNE cuir iR 


limited “display materials. His display bud 


get, like so many other chain store units, is 
not large and vet he contrives to build most 
appealing displays out of a few simple props 
that are low in cost. 

give you the four dis- 
Not a one of them 
cost more than a few dollars, and yet they 


For example, we 
plays illustrated below. 
appeal would be a 


are full of sales and 


credit to practically any retail establishment. 


Note, in the window featuring “Three But- 
ton Design” that apart from the giant T- 
square, triangle, and plateau, all of which 


were made up in the store’s display depart- 
ment, that no other construction was needed. 
The same applies to the football tie-in for 
“Towncratt” suits, as seen at the right, be- 


—tThese displays by V. M. Curto, J. C. Pen- 
Mich., 
facie evidence that chain store windows can 
be "different'’ and that excellent display 
treatment need not be confined to any one 


ney Company, Lansing, are prima 


given type of store— 








low. A tew strips of wood tor the goal 


of oak leaves completed 
simplicity 


posts and a spray 


the setting—characterized by a 
which gave the merchandise the uncontested 
center of the stage, vet dramatized the season 
and the apparel. The suit-forms 
pended from the cross-bar by strips of rib- 


were sus- 


bon in matching colors. 


Three plateaux, a market basket filled with 
corn husks, a borrowed stock ticker, and a 
reproduction of a market board completed 
the list of properties in the display at the 
lower left—tied in with a subject dear to 
men. And in the final display, used 
during the current football season, the same 


most 


theme of simplicity is followed. 


Not a single prop used in these four win- 
dows is unavailable to practically any chain 
store, and the very minimum of display con- 
Yet the displays stand 

Curto’s work should 


struction is involved. 

out in superb fashion. 
serve as an example of what can be accom- 
plished by the store with limited budget and 


few resources. 
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Wagner Wins 
Three More 

George H. Wagner, J. L. Brandeis & Sons, 
maha, continues his winning ways in dis 
play circles by carrying off top honors in 
three more national display contests. He 
as been awarded first prize of $250 in the 
Kayser contest, in which second place and 
$150 went to J. F. Bronsing, Bry-Block Mer- 
antile Corporation, Memphis, and third 
osition and $100 went to Frank M. Mulvey, 
he Outlet Company, Providence, R. I. 

In a contest sponsored by the manutac- 
turers of Congoleum, Wagner won the grand 
prize of $250. Other awards in the same 
contest were made as follows: first, $100, W 
lr. Guile, North-Mehroney Furniture Com- 
pany, Kansas City, Mo.; second, $50, D. S. 
York, Sedgwick Furniture Company, Spring- 
tield, Mo.; third, $25, P. FE. Roberts, Sears 
Roebuck & Co., Wichita. 

To round out the trio, Wagner won first 
place and $100 in the Wondersheen contest. 


Fair Store Chooses 


Chimes Theme 

“Chimes” have a major part in the Christ- 
mas decorations of The Fair Store, Chicago, 
this season. Paul Wertz, display director, 
chose for the central motif a series of gradu- 
ated “chimes,” made of tubes covered with 
metallic paper, which are surrounded by 
foliage composed of especially prepared 
opaque white cellophane highlighted with 
red lacquer. The same theme is used in the 
windows, also. The decorations were by 
Schack Artificial Flower Company, 319 West 
Van Buren street, Chicago. 


New Figures 
By Ritter 

New mannequins designed by Merlin Rit- 
ter made their appearance in the windows 
of Bonwit Teller, New York City, recently, 
stvled by Tom Lee, display director. The 
eight figures have long, thin hands, small 
head poised on a long neck, and sharp lines 
at the ankle and hip bone. They are the 
well-known sculptor’s conception of the 
modern woman, without the softness and 
curves of her sheltered predecessors. 


Hertel's, Pasadena, 
Wins Contest 


First prize of $100 in the display contest 
held in connection with National Letter 
Writing Week has been awarded to P. K. 
Howell, Hertel’s, Pasadena, Calif., in the 
department store class. Similar awards in 
other divisions went to Horder’s Stationery 
Stores, Chicago, and FF. W. Woolwortli 


Company, Chicago. 


Richmond To Supervise 
Bloomingdale Display 


Howard Richmond, art director of the ad 
ertising department of Bloomingdale's, New 
York City, will supervise interior and ex 
terior display in addition to his present du 
ties, it has been announced. “This is a new 
ost which in no way affects the position of 
Samuel Blum, display manager,” according 
oT. A. Hirschmann, vice-president. 
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LUMINOUS 


PHOTO DISPLAYS 





ON PHAN SLUCENT ramicow 


Lamicoid Translucent photo displays are 


the talk of the industry! They caught the Check These Advantages: 


public eye first at the New York World’s Fair |. Rich, permanent finish 
Z ave since swept i ,opul: av 
ind have since swept into popular favor 2. Unaffected by heat or 
everywhere. moisture 

With good reason, too, for they offer 3. Cleaned like glass 
display men a sure-fire combination for 4. Won't buckle or warp 
capturing the buyers’ attention, at the 

See ee ey once 5. Non-shatterable 
counter—or in complete exhibit displays. a 

6. Utilizes black or fullcolor 


You can utilize a transparency of any sub- transparencies 
ject you wish—and then make it a brilliant 
focal point with rear illumination. Use cou- 


pon below for complete details and prices. 


e The durable counter top of lustrous 
black Lamicoid provides an ideal | 


background for displaying merchandise. ane. SEK OC 








MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 


Send me details and prices on Lamicoid Translucent Photographs. 
(Give size and quantity desired) 





Name____ ee ee 





Address ee see se 








DOW-12-39 
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—Here is an idea for the 
January white sale. It 
makes use of cut-out life 
preservers suspended from 
a sign or canopy over a 
bargain table. The sign 
reads "Money Savers’ and 
would look well if illumi- 
nated from the rear— 


—Here is a bargain table idea especially adapted for the 


display of grocery specials, canned goods, and packaged 


merchandise. 
a regular market basket. 


wall board. 





—''The fleet's in!" 
ing new life into an interior setting for the January 
white sale. 
master, the sales message appearing on bent white 
cardboard which 
surrounded with shelving, the pillars can function as 


masts, or if this layout is not convenient the masts can 


well as the sign— 


A very dramatic way of bring-' 


The center shelving is rigged like a two- 


be made of cylinders of cardboard— 


The sides of the table are done to represent 
The design can be painted on 
The handle supports several display shelves as 


Where posts are 





—An artistic unit of base, shelves, and canopy surround- 

ing a pillar. Especially appropriate for showing china, 

glass, kitchen ware, art and gift items. In many cases 

existing post shelving will serve as the foundation and 

will require only the canopy, scalloped borders, and 
dividers— 
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Charles Hamel In 
Poughkeepsie Post 

For thirteen years with the Wallace Com- 
pany, Pittsfield, Mass., as advertising and 
lisplay manager, Charles V. Hamel has been 
appointed temporarily to the company’s 
Poughkeepsie, N. Y., unit, where he will 
direct display and help with advertising 
while the local manager recovers from in- 
juries received in an automobile accident. 


Higbee's Uses Page Ad 
On Christmas Display 


The Higbee 
used a full-page 


Cleveland, Ohio, 
advertisement in the No- 
vember 26 issue of the Cleveland Plain 
Dealer to call attention to the work of the 
store’s display department, under the direc- 
tion of “Bud” Marimon, in connection with 
Christmas treatments in both windows and 
the interior. 


“Manual Of Postercraft" 
Is Worthwhile Book 

Fireside 148 Lafayette New 
York City, has released a new book entitled 
the “Manual of Postercrait,” by Will Clem- 
addition to the 
a practical book for 
and displaymen, as well 


Company, 


Press, street, 


ence, which is an excellent 
display library. It is 
commercial artists 
as students. 
ering many subjects of interest. 


Washer And Ironer Prize 
To Dayton Firm 


First prize of $200 in the window display 


The text is very complete, cov 


contest held during National Washer and 
Ironer Week has been awarded to the Main 
Appliance Company, Dayton, Ohio. The dis- 
play was created and installed by Leroy W. 


Fryman. 


Creator Of Hands 
Enters Field 
Miss Ray Shaw, who has sculptured the 
hands of many famous people, has enlarged 
her studio at 43 East 49th street, New York 
City, for the hands in 
porcelain, 
media. 


E. W. Gilland To Head 
All Selfridge Promotion 

The appointment of Ernest W,, 
sales manager in charge of all promotion 
has been announced by Selfridge & Co., Lon- 
don. The department, 
H. Seal, will be under Gilland’s supervision 


creation of display 


plaster, papier mache, and other 


Gilland as 


display directed by 


Nonpareil Display Company 
Is New Display Firm 

Operating from 1382 Eastern 
Brooklyn, N. Y., the Nonpareil 
Company has been formed for the manutac 
ture of display backgrounds. The firm also 
handles a complete line of display materials 


parkway, 
Display 


Loeta Conley Named 

By Lerner's 
For the past 
ops, Chicago, 


seven years with the Lerner 
Loeta Conley 
‘inted display manager for the South State 
reet unit. Ben Friedman, who had been 
ith Lerner’s, is now display manager for 
the State street Mangel’s. 


has been ap- 


store of 
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PROGRESSIVE DISPLAYMEN 


will use 


PLASTICS FOR DISPLAYS 


in 1940 


The first issue of our catalogue, describing and 
“TEXTURITE” LINE of Plastic 


Products, is now ready and available to displaymen. 


illustrating the 


Write for it on your firm's letterhead. 


J. M. GORDON & CO. 


189 GREENE STREET, NEW YORK, ‘ 


Pioneers of Plastic Products for Displaymen 








File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


O OUR many thousands of bscribers who have wished 
f bi inding Ind preserving their 


eautiful 


for an sxpensive way 
copie ; DISPLAY WORLD we offer the new and b 
PERMO BINDER to fill this ve definite need. This binder 
to use. No sania or mening of mogesines 
ind with a 


is nple 
necessary. A click and the magazine | 
patented nstruction any issue In DE quickly 
yt dist roin 3 the ther maq 

he lds 12 iss es. 


nd easily 
removea witt ee binder 


One binder 


yddition to their pract e, PERMO BINDERS* are 
1ndsome in appearance that the ny naqgazines 
de luxe library editions of beautifully bound books. In 
bookcase or on the library table, whether in the home 
mpanions 


PERMO-BOUND maaazine: 
fh acticin 


e 
Send check for $1.50 for each binder desired, $1.75 foreign. 
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Cincinnati, Ohio 














NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or KN A we T | fF | c | A L 


NY ) 


faded carpets and draperies. The perfect 


color for use with air-gun to re-color old 
All colors and Black. 


FLOWER CO. 
“HAFCO” 


1970 CAHUENGA BLVD. 
CREATIONS 


%® HOLLYWOOD 
CALIFORNIA 


COMPLETE FLORAL DECORATIONS 
FOR ALL PURPOSES x x * 


fabrics. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 














« 


« Please Mention DISPLAY WORLD When Writing Advertisers » 








26 PIitvrlay wees DECEMBER, 1939 


Timely Display Ideas... 


By JAMES KILEY <== 


BOeRE@Pear tre = =. —Any displayman with a cutting machine can make this attractive dis 
Lj U hy id: a - ' player for shoes or small wares at the cost of a sheet of wall board and 


a few dowel sticks. Lay out the design as shown in sketch "'A;" after 























F Oo CITY SIRECTS Vi cutting, the center piece is raised to the desired height and supported 
byl OR Ne on a length of |-by-2-inch lumber. Dowel sticks of different heights add 
COUNTRY | ANES®. » VAs strength and give a modern decorative touch. Attach after assembly 
Yi 7 to a cut-out base of wall board or fir plywood, as seen in ''B."’ Paint a suit 
b y A able color and airbrush the scalloped edging in a soft contrasting shade— 
’ 17 
~\% J 
—_ } T 
2 ¢ 1 
Y 
( ( 
Mig 
MEET A | EARS GE ACR A AHN 


= ~ 


—Above is an offective center unit which is approximately 6 feet high by 
4 feet in width. The buildings are of wall board with fronts and sides in A 
a three-dimensional effect. The platform, covered with artificial snow, is L- 


of wall board and serves as a displayer for heavy brogues. The tree branch 
is real, and covered with snow— 
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—Here is a beautiful setting for evening slippers, or evening gowns and accessories. The back section of the window is made into a 

shadow box, in front of which is placed the wall board figures. The windows and lighting effects of the "city" in the background are 

cut out of the back section, covered with yellow paper and lighted from the rear. Two windows are cut in the side pieces, with the 

sloping wall board platforms entering these openings. The fronts of the side sections are coated with black paint and made to re- 
semble marble by strokes with a bunch of feathers— 
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Reports Display Union Progress 
In Southern California 

DISPLAY WORLD has received a letter 
from E 
Local No. 1154, Displaymen & Commercial 
Decorators Union, Los Angeles, in which a 


Harvey, business representative ot 


detailed comparison of conditions betore and 
after the union began operation is given 
Space will not permit reprinting the entire 
letter, but the following gives a picture ot 
the contentions advanced, rererring to point 
of-sale display installation : 

“In December, 1937, when this local was 
formed, the wage scale ranged from $18 pei 
week, plus $7 per week tor car allowance, to 
$45 per week, plus 4+ cents per mile mileage, 
ior salaried displaymen in the display de 
partments of the manufacturers, of which 
there are approximately seventy-five in Los 
\ngeles, with most of the men in the $25, or 
under, per week class. The service trim 
mers, working at 50 cents per unit and up 
very litthe up—had to throw in the displays 
to make a decent day's wages. 

“The services would underbid each other, 
bidding as low as 80 cents per unit, and the 
displavymen were the ones who suffered. . . 
The displays being thrown in so discour 
aged some manufacturers that they discon 
tinued installing displays. The charging for 
fake installations and cheating on = gratis 
merchandise and materials still helped to 
cut down the volume. 
ever, two or three display services which 
would not lower their quality of service and 
would not take displays for less than $1.75 


.. There were, how- 


and $1.85 each, paying their men a minimum 
of 75 and 90 cents per unit to insure this 
quality of work. They are to be congratu- 
lated for their efforts to keep up the stand 
ards of workmanship in the face of such un 
scrupulous competition. 

All the breweries, 
distilleries, wineries, and wholesale grocery 


“Now for the present. 


display departments are now operating 100 
per cent union, and the display services are 
now operating under a union contract, with 
the exception of two minor. services who 
profess they are ready to sign. 

“All the displaymen belong to the union 
They meet, become acquainted, exchange 
ideas, visit each other's shops, entertain, and 
go out together socially. A displayman who 
now wishes to join the union must have one 
year of accredited experience as a display- 
man in southern California. *The displaymen 
do not pull displays ahead of time ... the 
cheats, frauds, and drones have given way 
to real journeymen displaymen .. . at the 
head of the manufacturer's display depart 
ment you will find displaymen who really 
know the display business. 

“The salaried men now make a minimum 
of $32.50 per week for forty-two hours plus 
4 cents per mile mileage, on a minimum of 
$10 per week, and all expenses out of town. 
The services pay a minimum of 90 cents pet 
window locally, plus one-hali gas and _ oil, 
and all hotel expenses out of town. 
Many manufacturers are coming back to 
point-of-sale displays because the displays 
of today in this territory are selling mer- 
chandise. Manufacturers may now ob- 
tain ‘A-I’ displays in southern California 
from $1.75 up, depending upon the requisite 
of their displays.” 
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OUR FALL DISPLAYS will 

be installed quicker, with 
less effort, and will have that 
added touch of neatness and 
craftsmanship—if you will in- 
stall them with the Kling-Tite 
One-Hand Tacker. 


Why waste time with obso- 
lete tools, when you can use 
this modern device that gets 
up displays so rapidly you 
have much more time for plan- 
ning? Ask any of the thou- 
sands of display men using 
Kling-Tite. They will tell you 
it is indispensable! 























A.L.HANSEN MF&.CO 


5041 Ravenswood Ave. CHICAGO. ILL. 





NG” 


/ 











ASK FOR FGLDER 
Send for a Kling-Tite 
on a FREE TRIAL basis 

and prove its worth! 





' Kling~Tite 





work, show wha 


ing, all kinds ¢ 
types, practical 
the most popul: 


ine 


ilphabets, and 


in many medium 
] 


5 VOLUMES 
1278 PAGES 
HUNDREDS 
OF 
ILLUSTRATIONS 
AND 
EXAMPLES 


Save $3.50 with Library offer 


Bought, singly, the books in this Library would 
cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 
use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 
for 10 days’ examination subject to your accept 
ance or return. 


Ilere are five bo 
who wants to improve his technique and handle a wider scope of work. 
These books take 


rt 


otf many types ot 


ilone worth the 
step-by-step instructions, written by specialists—all the material you 


OKS 


This COMMERCIAL ART 


Home-Study Course helps men 


get ahead | 


giving practical material for the display craftsman 


up thoroughly the best-paying types of commercial art 
t sells, and how it is produced They enable you to 


brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion-figure draw 
lettering, rendering of commercial subjects of many 


design—just the type of material you need to handle 


ir 


forms of advertising and commercial illustrations, 
display s, layouts, etc. 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text that gives 
essential instructions in usable form In addition many 
examples give the artist visual instruction, inspiration, and models 
work. Old-fashioned, standard, and modern letters, 
scripts; 
book and printing designs; fashion drawings; practice forms; renderings 


illustrations 


advertising illustrations; posters; show-cards; 


Ss; ete more than 1300 illustrations in all form a feature 
price of the Library You get this, plus complete, 


need to carry on a 





definite improvement plan and make more money 


ON-APPROVAL EXAMINATION COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 


Send me the McGraw-Hill Commercial Art Li 
brary, 5 volumes, for 10 days’ examination on ap 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $3.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal 
ment.) 





Name 

Address 

City and State 
Position 


Company D.W.12-39 


(Books sent on approval in U. S. and Canada only.) 
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isplay Studio Problems 


“Spatterdash,” to the uninitiated, is a word 
which may mean the act of carelessly splash- 
ing something around, without 
direction. 
spatterdash has method, direction, and a 
definite technique in the use of color. It 
was no accidental discovery and its pleasing 
achieved. It has 


paint 


effect is not carelessly 


purpose. In developing new finishes 
and decorative effects on backgrounds and 
devices for display the use of spatterdash 
breaks the monotony of a flat painted sur- 
face by supplying an all-over patterned 
effect. 

The early use of spatterdash traces back 
to New England days when the sailing mas- 
ters of clipper ships were bringing classic 
forms of Grecian architecture back from 
Macedonia The influence of this architec- 
ture appeared in the structure of these New 
England homes, the painted floors of which 
spatterdash. More 


modern development of spatterdash occurred 


were sometimes done in 


in the theatre when scenic artists, breaking 
traditional demanded 
theme on the backdrop in the- 


with the motif, which 
an Italian 
atres, began toying with the idea of spatter- 
dash. Under the tutelage of celebrated for 
eign artists a type of spatterdash was de- 
veloped which employed the most careful 
consideration of the juxtaposition of colors. 
tech- 


nique consists of applying several different 


Simply described, the spatterdash 
colors, one at a time, on top of a base color. 
Each color is applied, by means of a brush, 
in a series of small dots resulting in an over- 
\fter 
is dry, another color is similarly 


all pattern of these dots. one color 
spattered 
over the base color. 

Better to understand this technique, take 
a piece of colored illustration board, several 
tooth 


Put some water color on 


jars of water color, a brush, and a 


fine stick of wood. 
the tooth brush scrape the 
the stick so that it will spatter the illustra 


and brush with 


tion board with dots of paint. You can 
vary the character of the dots by adding 
water to the paint mixture, by moving the 
tooth brush nearer or farther away from 


the illustration board, and by changing the 
pressure of the stick as you scrape it across 
the tooth brush. After your experiment with 
this 


scale, 


small 
To fin 


technique, will see, on a 
spatterdash looks like. 


surfaces in this medium requires 


you 
what 
ish large 
a different technique. 

This method of painting has an extremely 
historic background. — Its 


interesting and 


modern use in the theatre must be credited 


to Boris Anisfeld who hit upon the juxta 


position method of mixing colors. He spat 
tered his scenery with a variety of hues. 
He discovered that each individual color, 


as spattered on his scenery, reflected its in- 
dividual color wave length more intensely 


method or 
To the artist and to the director 


XVI. SPATTERDASH 
By ALBERT BLISS, President, 


Bliss Display Corporation, New York City 


than when mixed with other colors and ap- 

In other words, a 
and blue spattered 
colors reflected a more brilliant green than 
the green paint resulting from a mixture of 


plied as a mixed color. 


combination of yellow 


yellow and blue. 

Anisteld developed this technique under 
the direction of Leon Bakst, a Russian art- 
ist of world heard much. 
Bakst, in turn, was a pupil of Vrouble, also 
a Russian painter and a radical who broke 
with the traditional stage scenery 
that ran to Italian architecture. The 
sian ballet, traveling all through 
influenced artists as it went. In Vienna, a 
painter by the name of Joseph Urban studied 
this new technique. The great American 
producer, Ziegfield, brought Urban to this 
country with him several Hun- 
garian and Austrian scene painters. They 
taught the American artists and designers 
the use of spatterdash in the theatre. 

The writer worked for Urban 
years ago and was taught that good effect 
from the juxtaposition of colors does not 
just happen. Urban had a room of. steel 
cabinets filled with thousands of swatches of 
the 
mixture of the color and a piece of colored 


whom the has 


form of 
Rus- 
Europe, 


and came 


seventeen 


colors. On each swatch was recorded 


gelatin. Also were listed several numbers. 
For example, in the red spectrum were 
many values, hues and intensities of red 


samples. Suppose one picked out a salmon 
pink red: on the back of this sample was 
listed three corresponding with 
samples in other files. As a matter of record 
these three numbers represented samples of 
best lime Italian 
blue, and gold ochre. These colors, Urban 
insisted, should be spattered on the salmon 
pink. Attached to the salmon pink sample 
was a flesh pink blue 
gelatin, indicating that any lighting on an 
area of this salmon pink combination spat- 
ter should be through either flesh pink or 
steel blue gelatin. 

This resume of spatterdash technique is 
intended to that thought and 
must be given when planning what 
Much information on 
this subject will be found in a book by J. 
\rthur Hatt, titled “The Colorist.” 

R. H. Macy & Co., New York City, early 
this fall installed backgrounds which used 


numbers, 


color described as green, 


piece of and steel 


show caretul 
study 


colors to combine. 


a superb spatterdash By using 
different lights on these spatterdash back- 
grounds the the back- 
changed. Another effective 
use of spatterdash, by B. Altman & Co., was 
The Altman windows have un- 
usually large plate glass and, of course, the 
Here, spatter- 
dash broke up the big valance area which, 
without the use of this treatment, might have 
been uninteresting in a flat color. 


technique. 


color intensity of 


ground can be 
on valances. 


valances are unusually wide. 
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A sidelight on the historic use of spat- 
terdash reveals it as being used as floor 


decoration, instead of carpet or rugs, in New 
England seacoast homes built by ship own- 
ers and sea captains. The first record of 
spatterdash painting appears in Wiscasset, 
Me., about the latter part of the Eighteenth 
Century. Wiscasset was a town of wealthy 


clipper ship owners. Their homes, rich in 
wood carving and architecture, were de- 
signed and built by ship architects. These 


architects almost invariably were captains 
of their own vessels. They visited the ports 
of the world and made records of the archi- 
tecture found there. In Macedonia, for ex- 
ample, Captain John McIntyre made caliper 
measurements of fine Greek mouldings. He 
made his full size details aboard ship and 
his sailors, during doldrums, carved most of 
the ornamental architecture found in_ his 
home in Salem. These homes in New Eng- 
land represented good taste in architecture 
and in them the floors were sometimes fin- 
ished in spatterdash. The floors were painted 
black or gunmetal first, and on top of this 


base color were spattered reds, greens, 
white, and yellows. Evidently this idea had 
two purposes. Materially, dirt would not 


show on this floor and aesthetically, the pat- 
tern of the spatterdash served for a carpet 
until the captain could trade some dried 
codfish for a rug from Samarkand. 

The writer will be glad to correspond 
with anyone interested in achieving more 
variety in painting technique and counsels 
displaymen to try this spatterdash technique. 


Wood-Faced Panels 
Find Use In Display 
“Carstenite,” a panel 
1/60 of an inch or thinner, resin 
back, is being mar- 


consisting of real 
wood tace 
fused to a “Masonite” 
keted nationally by Carstenite Sales, 228 
North La Salle street, Chicago. The dec- 
orative panel lends itself to display purposes 


of all kinds. The material is flat, highly 
moisture resistant, light, has great struc- 
tural strength and can be used wherever 


other types of display materials are em- 
ployed. It can be worked like and 
is said not to chip, crack, or warp. It is 
furnished in any wood available. 
information from the 


dress above. 


White Cardboard Demand 
At Peak For January 

According to the Chicago Cardboard 
Company, 656 Washington boulevard, Chi- 
cago, demand for white cardboard probably 
reaches an annual high just before January, 
as stores everywhere prepare for the yearly 
White Shipments of white stock in 
all price and quality ranges reach a peak 
at that time. 


wood, 


Complete 


can be obtained ad- 


sales. 
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New Indexing Device NANA RASA NAINA BV at 


Schack 


i 
. 


The Speedway Manufacturing Company, 
1839 South 52nd avenue, Cicero, Ill., has just 
designed and developed a new indexing de- 


NAINA 


vice which can be attached, at the factory, 


to any of the company’s line of turntables 


WS 


except for three specific models. The at- 4 ‘ ~ 
tachment makes it possible for the turntable ~ = 
to stop any reasonable number of times in Xe IS fi 
a revolution, for a period varying from as 2 
two to seven seconds. Each stop must have K te 
the same length of time as every other stop, 4 aa 
it is said. The mechanism is not sold eo ee 

ee ce 
separately. K <e 


° 
{ 
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MAHARAM has just what Display Storage Service 


you need for your cruise or = |g Enlarged 
Florida window. Check the 


‘ 
e 


The growing need for the storage and tor 


... to the host of 


list below... 


warding of display exhibits, backgrounds, — 
@Beach Cloths figures, and the like has enabled the Com old friends and a 
e@White Roping monwealth Warehouse & Storage Company wi 
” @Fish Nets to move from a small side-street location to 4 the many new 
MAHARAM @Cork and Wood Floats 4 seven-story building at 533 West 34th a h = 
CAN FILL @Bamboo Poles & Mats street, New York City. The firm’s clientele & ones whom we Za 
Po ll ls includes large national advertisers as well At have been priv- YS 
NEED e@Crashes as prominent display builders and_ retail e2 : ee 
. @Lomilux Fish Design firms. K ileged to serve << 
@Anchors, Steering Wheels, See res os d ? = 
Preservers Haugan Offices K uring the past A 
In New Location a half century. > 






Haugan Displays, Inc., with headquarters 
at Detroit, has announced the removal of 
the Detroit and Cleveland office and ware- 
house facilities to larger and improved 


AWA 
TION. 
NEW YORK—130 WEST 46th STREET 


We are particu- 


WS 











oe 
large ed 
gy + gy gly quarters. In Detroit the firm now occupies 4 
LOS ANGELES—819 Santee Street the entire second floor at 170 East Larned ye larly grateful for 
street. In Cleveland, the first floor at 3804 9 eg = 
Payne avenue provides a location tor the ee the wonderful re- es 
company. ‘ 
E A a N wa sponse to our re- Dye 
C. C. Dilley Joins os - os * 
MORE Aan. é centadvertising ; 
Higgins & Frank 7 ; DY 
MONEY Formerly with Kaskel & Kaskel, and the 2s campaign. e 
George H. Capper organization, Chicago, & wt 
STUDY C. C. Dilley is now display manager for Gs e a 
ee 


Higgins & Frank, of the same city. Norman 
WINDOW DISPLAY Greer, who had been display director for 


ADVERTISING & a New York City firm, now directs display 
CARD WRITING for Capper’s. 


e 
\ 


And so we wish 


e 
e 
ery 


all our friends-- 





BY arog a ee x both oldandnew :3 

Cosy Montity Terms On "Rediprep" % --a joyful Christ- 3 

E TER SCHOOL The Upson Company, Lockport, N. Y., es oe) 

THE KOEST ST., CHICAGO has released a very attractive new mailing aS mas season, and Ah 
piece which shows several practical exam- ee ® 








a most healthy, 


ples of the use of “Rediprep” in actual dis- 








Spason’s Greeting plays. Included are samples of the material, ¥ happy and pros- DY § 
to my many friends in the dis in six colors. — Sai 
play field. Yours for Service. v perous New Year. Wi 

“ere i ~— —@ 
Sincerely, Beats E. Goodman. New Quarters For 4 $ 
m ce ee 

Specializing For Dubuque Service x Wi 

South American Export The Lemon Display Service has announced ¥ s Ds 

Now ready for Immediate De the removal of its office and construction a = 
livery to jobbers and display | : aed tad 5 Rianne , ei 

builders Skeleton Models, Complete Turntables with ‘SOP to new and larger headquarters at 480 JW 
r without light attachments West Locust Street, Dubuque, Iowa. A 


@ Demonstration Without Obligation® 





SCHACK 


Out-of-town samples « C. O. D. approval 








ee 
Wt 

ee 

bd) 
yn 3-day Wh 

oad 1-500 Ibs. $7.50—$55.00 less trade discount MH ba oo, ~ 
Order today—Specify load and current Attention Display Metal Assemblers| 2 
Goodman’s Flexible Sleeve Form Co., Mfrs. and finished product users, other metal-stamping Fe ARTIFICIAL FLOWER CO. WF 
“ oa Pr — ¥ users who do their own plating. Metal stamp —_ Ze 

A * ew York, . ° ings for the display trade, including shoe, tops f p) 

“The House of Guaranteed Display Purntables”’ with cross-pieces, pedestals, shirt easels, etc. the 319-327 W. Van Buren St. = 

Also special metal jobs, metal cuttings to size % 

and various sizes of washers, in all quantities i Cc H | Cc A G O ' I L L e z 

x at attractive prices. Write to ‘ 

@Please Mention DISPLAY WORLD When ve S 
M. OLSHAN, 429 Broome St., New York City aS yy 
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efining Display 
By E. W. SWANSON 
Scott-Burr Stores, Chicago 
Let us define each individual letter in the to improve your window and counter dis- tion. It will put forth power to help sell 


vord D-I-S-P-L-A-Y. Let us see what each plays; you will then 


paving the way to that item. 


letter stands for increased sales. “VY” stands for “Yield.” According to 
“D” stands for “Dainty,” which means “P" stands tor “Planning.” The definition Webster, yield means to furnish in return 
lelicate and elegant in appearance, and also is, “to form a scheme or the methods for for labor. There is an old adage, “As Ye 
eraceful. What could be more important to the doing of; an arrangement or the Sow, So Shall Ye Reap.” We in this busi 
a display than to make it dainty—bringing means for the attainment of some ob- ness should change the adage to: “As Ye 
ut the delicacy of the item, making it ele jective; a scheme, design, or a mode of Plan and Put Into Effect These Plans For 
gant in appearance, and last but not least action.” Here is the very starting point of | Good Displays, So Shall These Displays 
making the entire display graceful. To be any good display. Planning, designing, Yield Sales.” Displays will repay in sales 
eraceful is a god-given art to most people, scheming, or making an arrangement for the according to the amount of imagination, 
ind you can put this art into your displays  atainment of some object, in this case to planning, and action that you put into them. 
by a little thought and painstaking effort. — sell, to create sales, to create the very vital- They must be kept alive, clean, dainty, and 
‘TI’ stands for “Imagination.” Webster — ity.that is necessary to carry on our business — in the proper location, and they will produce 
lefines imagination as the picturing power — successfully. Summing up the word “Display,” we see 
or act of the mind. Or we could take thi “|.” stands for “Lure.” According to the very letters that make up the word will 
vord “imaginative,” which means creative Webster, this means to entice, to atract bring success if you will use the key that 
or constructive. Imagination is certainly That is exactly what good display will do each of the seven letters stands for. 
necessary in making up a display If you. tor your store. If is a window display \ good window display will lure shoppers 
are to create new, novel displays with some it will lure customers into the store, and into vour_ store. \tmosphere, shelf, and 
unique ideas, vou must put imagination into then with that window display properly counter displays will yield dollars for you 
our work. You can readily see that we backed up with interior display it will lure Of course you must have the right mer 
could not have a sales producing display your shoppers’ money from their purses to. chandise and at the right prices if the dis- 
without the use of the all-powerful imagin your cash register. play is going to do the job that it should 
ation “A” stands for “Action,” which means to Display must also be backed up by a good 
‘S" stands for “Sales.” This word means © perform, to fulfill, to put forth power. Ac organization of salespeople who know how 
the result of selling effort. Vhe word cet tion! What is more welcome to any man- to take advantage of the help that display 
tainly does fit into display, for it represents ager than to see action in his store? Action = will render them in making a sale. There 
the very fundamental reason for which we will create atmosphere in your store, which is also the need of a well trained organiza 
make displays. We are certain of the fact results in more action. A good display will tion that has had the proper training in 
that display will do the act of selling if each create action on any given item if it is maintaining a display so that the display 
of you will put forth every effort possibl timely and priced to compare with competi will be 100 per cent efficient at all times. 





—Saks-Fifth Avenue recently opened a new store in Beverly Hills, Callif., 
with James David Buckley in charge of display. Buckley, who has done 
display for a number of prominent New York City stores, is noted for the 
bizarre touch he frequently uses. Perhaps he is best known for his 
surrealistic disploys for Bergdorf Goodman, including the "Chopin Cycle” 
windows which caused so much comment in the display field a couple of 











» 


years ago. ... In these three displays, part of a series designed to tell 

the residents of Beverly Hills how much Saks enjoyed being a part of the 

community, each window had an appropriate title, "Life With You—.” 

The first illustrated continued the theme with '—is Intoxicating.'' The next, 

"— is Agog with Plant Life that seems to grow on every hand.’ The 
third, ''"— unlooses the Whimsy in us" — 
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E. H. Leeker Wins 
Silk Parade Contest 


Winners of the window display contest 
held as a feature of the sixth annual Silk 
Parade have been announced by the Inter- 
national Silk Guild. 
awarded to E. H. Leeker, Stix, Baer & 
Fuller Company, St. Louts. 
$100 were made, one to Lord & Taylor, New 


First prize of $200 was 
Two awards ot 


York, for a window by Dana O'Clare; the 
other to Baron Brothers, Madison, Wis., for 
a window by Ellsworth H. Bates. 

Four awards of $50 each went to D. A 
Brown, J. N. Adam & Co., Buffalo; Irving 
Eldredge, R. H. Macy & Co., New York 
City; Herman Gauter, Boggs & Buhl, Pitts 
burgh, Pa.; Benno de Terey, W. & J. Sloane, 
New York City. 

Four prizes of $25 each were awarded to 
Scruggs-Vandervoort-Barney, St. Louis, Mo., 
for a window by Grace Everest; Blooming 
dale’s, New York City, for a window by 
Samuel Blum; John Wanamaker, New York 
City, for a window by Thomas EF. Daly, Jr., 
and C. H. Yeager Company, Akron, Ohio, 
ior a window by H. L. Kauffman. 

Three awards for interior silk displays 
were made. Prizes of $50 each in_ this 
classification were won by John Wanamaker, 
New York City, for a display by Otto 
Stroemmel; by Bloomingdale’s and Lord & 
Taylor, New York City. 

Both the window and interior display 
awards were made by 
Daves, 


a jury composed ot 


Jessica managing editor, Vogue; 
Mrs. Tuckerman Draper, Polly Pettit, Les 


ter Gaba, and Albert Bliss 


Good Reception For 
New "Cutawl" 


E. J. Bohnen, sales manager, International 
Register Company, 13 South Throop street, 
Chicago, announces that the display field has 
shown much enthusiasm over the new “Q-2 
Cutawl” which was announced through DIS- 
PLAY WORLD in November. The machine 
supplants the “Q-1," and features many new 
improvements which give smoother opera- 
tion, faster cutting, and greater economy. 
Among the improvements are the adoption 
of a new type swivel which increases chisel 
life and makes possible smoother cutting, 
an open guide foot, lower chisel block, more 
powerful motor, and more weight. 


. 


Devere Joins 
Darling 

. J. (Neal) Devere has become associated 
with the sales division of the firm of L. A 
Darling Company, Bronson, Mich. He was 
formerly with the Hecht Fixture Company, 
Chicago, joining the company in 1916 and 
eventually heading the firm as president 
Devere’s twenty-three years in the display 
field have made him very well known, par- 
ticularly in the Middle West. 


Vaughan Little Joins 
Ketterlinus 


Vaughan Little has joined the New York 
City sales office of Ketterlinus Lithographic 
Manufacturing Company, as account execu- 
tive. He is a_ specialist in point-of-sale 
merchandising and marketing. 
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Announcing ~ 
1 7 
= 4 
> 
Sensational New Display Fabric 
For Spring and Summer 1940 
4 
4 
For more fetching seasonal displays—more easily made—you 3 
will want this timely Ace creation. FLEXO-FLOCK is an appeal 
ingly ornamented ''rigid fabric’ in 5 appropriate colors—colored $ 
$ both sides. Each color offers a choice of 3 designs flocked on 
one side. These consist of smart stripes, criss-cross diagonal 3 
. . . ? 
stripes and a gay floral pattern. The result is something tresh 
and striking for a wide variety of display uses. Excellent for 3 
backgrounds, floors, pillars, friezes, etc. Will mould and adhere 
to any type of display. Can be tacked, stapled or pasted. Write 
today for samples! 
Now at Peak of Popularity 
VELVELUR 87° 
(Non-inflammable) 
This sate, beautiful and versatile display paper has found a permanent place 
in the display world's ''Hall of fame.'' 29 gorgeous pastel colors. Rolls 87 
inches wide, convenient lengths and sheets 24 x 36. Wool-flocked for subtle 
effects. Artistic rough finish. Takes water-color, paint, printing, air brush ; 
— and screening. Stands rough usage without cracking or permanent crease. 
4 > 
: DON'T FORGET 
: Ace Seamless Background Papers 
81” wide—I2 colors including black 
108” wide— 8 colors 
> 
| the ACE paper Co., Inc. 
Display Division 
Dept. 7 426 West Broadway New York, N. Y. 
4 
4 
Season's Greetings 
During this holiday season we desire to express our gratitude to our 
friends for their loyalty and we wish that your Christmas may 
be very merry and the New Year one of prosperity. 
T. C. PALMENBERG 24 West 40th St., N. Y. City N. S. LANG 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 


dising. 

6. Absolute Independence of Our Editorial 
Columns. 
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Rounding Out 


The Year 

When DISPLAY WORLD 
is placed in the mail on December 15 most 
of the flurry in the display de 
partments of the nation will be in the back 
remaining 


this issue of 
Christmas 


ground, with only a few days 


before the annual 
reached and the time arrives to start plan- 


peak of shopping is 


ning displays for White sales and early 
spring merchandise. 
It is a season of the year when most of 


us are in an introspective mood. The pleas- 
ures of the holidays, the nature of the sea- 


son, and the swift approach of a brand-new 


vear all conspire to bring out thoughts ot 
the past vear and tentative plans for the 
next 

The annual taking of stock inventory is 


paralleled to a certain extent in a mental 


inventory. Instead of totaling up so many 


sheets of wall board, so gallons ot 


paint, and so on, it might be a_ profitable 


many 


thought to take an hour or two to figure 
out just where you stand from a_ personal 
standpoint 

Louis Messenger once said: “Count your 
assets. If you have a clear conscience and a 
good liver, if vou have three good triends 
and a happy home, if your heart has kept 
its youth and your soul its honesty—then 


you are one of life’s millionaires.” 
But Messenger 


ob, 


reference to 
different im 


omitted any 


the daily with its many 


pingements on personal and physical factors 


around us. He might have included some 
thing on professional advancement = and 
added knowledge—a_ definite, recognizable 
gain during the past twelve-month. He 
might have said something about the addi 
tion of a few new friends, as well as the 


He might have added 


two on the 


retention of the old 
look ing 


And 


a phrase o1 wisdom ot 


ahead and planning for the future 


finally he might have said a few words about 


DISPLAY WORLD 


doing something for one’s fellows, with par 


ticular reference, in this case, to members 
of the same protession., 
All these thoughts are conducive to the 


taking of a mental inventory which in turn 
should stimulant for plans for 
1940 or beyond. 


In the meantime, a glance back over 


Serve As. 2 


1939 
shows that it has been a good vear for dis- 
play and displaymen. Increasing recogni- 
tion among retail factors has been one gain 
to be chalked up. Many display budgets 
have been the willing recipient of additional 
and displaymen 


promotional tunds, 


have been given more liberty 


many 
in connection 
with the use of such budgets. The display 
industry as a whole has progressed, and had 
vear. There is much to. be 
and the advance predictions 


a_ profitable 
thankful for, 
for 1940 as a banner year should be inspira 
tion tor digging into the task just a little 
bit harder. 

Nineteen-thirty-nine has also been a good 
year for DISPLAY WORLD. We think 
we've made progress during the past twelve 
months and that we are bringing our readers 
a better display magazine than we were a 
fine cooperation and 
readers that 


vear ago It is the 
support of our advertisers and 
has made this possible, and we expect to 


show our appreciation with a still better 
journal during 1940. 

In the meantime, it is a sincere pleasure 
very merry 


New 


one of 
happy, 


to wish every you a 


Christmas and a 


Year. 


prosperous 


EMPHASIS ON MERCHANDISE 
ALONG FIFTH AVENUE 
[Continued from page 5] 
of a gilded ball shooting off rays of gold foil 
which flash and scintillate in the light of 
small “floods” situated at the base of the 

pillar at the left. 

With emphasis on the American 
here focused on Florida, white cut-out maps 
of this state are spaced at even intervals 
along the wall, each flanked by a large cello- 
Base metal stripping in_ bril- 
along the narrow ledge 
around the entire shop. The open display 
centered on the backwall repeats the white- 
cap motif used on the overhead and intro- 
duces a touch of nautical atmosphere with 
a ship’s ladder and trident in red painted 
wood. The title, both here and on the upper 
wall, is done in red cut-out lettering. 

“Make a Truly Magnificent Gesture—Give 
an Opulent Negligee!” urges the fashion 
headline in the Franklin Simon window (top 
of page 5) where Beaumar Jaimes, director 


theme, 


phane shell. 


liant red is used 


of display, created settings of rich and ex- 
quisite simplicity to sustain the elegance of 
costly gift fashions. 


The window walls, floor, and stairstep 
unit were covered in a creamy velvet-like 
fabric—the tufted walls and platform stud 


ded with tiny mirror nails in the form of 
The platform unit consisted of four 


curve of the 


flowers. 
graduated following the 
backwall, the two center steps split at the 


ends to lend a more graceful, rhythmic line, 


steps 


and the unit topped by a= classic white 
wooden candle to convey a holiday mood. 
Lovely, too, were the colorings of the 


merchandise in contrast to the background: 
the seated figure in garnet velvet, the stand- 
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ing mannequin in soft gray-blue, richly 
furred. Luxury accessories and _ gift- 


wrapped packages tumbled about the steps 
provided a note of almost extravagant lux- 
ury. Rose tinted spotlights added the final 
touch of feminine glamour. 

Breathtaking drama of giant Christmas 
tree from which mannequins in 
holiday finery were hung like so many dolls, 
brought a truly delightful Yuletide spirit to 
Altman’s front windows—with exclamations 
of joy trom spectators young and_ old. 
“Merry Christmas to a dancing lady—testive 
gifts for the holiday season” hails the card 
text in this window (lower picture, page 5), 
while for others of the group Display Direc- 
tor Louis Villela carried out the appealing 
idea of having child mannequins perched 
up in the branches. Too, one window fea- 
tured a man in formal evening attire com- 
plete with top hat also dangling from a 
branch. 

The clusters of long pine needles sweep- 


branches, 


ing toward the window center from all sides 
were of rattan inserted into holes bored in 
wooden branches and all then sprayed in a 
rich dark (So natural was the ef- 
fect as to elicit comments from 
tators on whether pine needles could grow 
to such a Scaled to the proportions 
of the branches gay ornaments- 

the papier mache Christmas balls finished 
in luminous shades of pink and blue and 
orchid, lined with gold—and_ ingeniously 
split open to function as displayers for spar- 
kling evening accessories. Other of the balls 
were elaborate with indented sides of 
trasting gilt, supplemented by a 
paper cornucopia wound with red foil and 
filled with gay packages and peppermint 
candy canes. Graceful chains of red, green, 
and silver base metal were looped in such 
a way as to focus attention on the lovely 
mannequin in cafe au lait net, who here 
played the role of the cherished Christmas 
doll. 

Background color carried through the full 
sweep of these eight windows was a neutral 
blue, and the floor was covered with green- 
Lighting was effected by con- 

among the branches and at 


green. 
many spec- 
size.) 
were the 


con- 


color or 


dyed fabric. 
cealed 
the sides of the windows with the overhead 
lights playing on the mannequins. Pine 
needle settings in these windows were exe- 
cuted by Bliss Displays. 

The following display is not illustrated. 
“The Colour is Cafe Rico Stolen by 
Harper's Bazaar and Bonwit’s from. the 
Dark Coffee Beans the Puerto Ricans spread 
. explains a window 


“spots” 


on racks in the sun” 
card describing this new shade in the fash- 
ion spectrum as recently presented by Dis 
play Director Tom Lee for Bonwit Teller. 

In direct tie-up with the colour title, real 
coffee beans were strewn lavishly over the 
floor, with South American gourds for at 
mosphere and Helena  Rubenstein’s 
make-up in Rico Tan and Rico Red to har 


new 


monize with the costume shade. 

The center panel was in the featured “rich 
coffee” brown and tropical atmosphere was 
skillfully utilized to set off the merchandise 
by backgrounding the figure with fronds of 


palm foliage sprayed a light cafe au lait 
tone which in the accessory color for this 
promotion was featured as “banana meat.” 


The string rug which accentuates the sum- 
mery mood is also in the lght beige tone. 
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NATIONAL DISPLAY ARTICLE 
DRAWS VARIED RESPONSE 
[Continued from page 18] 

“Dealers make no rental charge for sales- 
promoting devices that increase their busi- 
ness; in fact, they will gladly use current 
for it if it helps them too. Incidentally, 
thousands of dealers pay the advertiser for 

such displays. 

“TIT. Display waste simply means _ litho- 
graphed cutouts sent without a request and 
not used by the retailer, who naturally selects 
the one that will do him the most good. The 
sponsors of the rejected ones have them- 
selves to blame. They should know that the 
dealers would welcome small units that 
dramatize or demonstrate a product and are 
too valuable as ‘silent salesmen’ to throw 
out. When an action and light unit is 
boosting sales and attracting people to the 
window, no sensible business man will put it 
out in favor of an advertiser that wants the 
whole window for a still cutout and stream 
ers that he knows will not rate a glance 
from 90 to 95 per cent of the shoppers. 

“TV. Installation services have come in 
for criticism mostly because their charges 
are out of line for the selling value of what 
they do. The tairness of their charges is 
not in question. The question is, do the 
retailers want and profit by the installers’ 
trims? That is especially pertinent when 
we consider that the retailer actually pays 
for it by giving up a window for a week 
exclusively. The retailer seems to say, ‘We 
prefer not to sell our windows that way. It 
will do both us and the product manutac- 
turers more good—result in more sales—if 
they send us acceptable, sales promoting dis 
play units small enough to help trim a win 
dow of various products and with enough 
pep and punch, or beauty and class, to stand 
out,command attention and so increase sales 
over our counters.’ 

“V. Expense is always relative. Four 
dollars for a card and festoon for a week 
that does not increase the sale of a smoking 
tobacco, tor example, would be very expen 
sive and wasteful. But $5 for a long-Iite 
unit that plays up the selling points of the 
tobacco or dramatizes the satistaction of a 
pipe smoker, or shows its convenience and 
economy, in light, colors, and action and so 
stops most of the passing men and cleans 
out the dealer's stock in a few days—such 
an expense in 5,000 windows would mean a 
peak to the sales chart, make boosting 
friends of the dealers, Stay on the job for a 
month or more, and be a darn good invest 
ment ! 

“There is a lot of justified excuse for the 
ad managers and purchasing agents. But the 
retail dealers are making the choice, and 
the national advertisers will have to recog 
nize it and interpret it rightly. Then de- 
mand will produce the supply. And demand 
there will be, for dealers’ windows consti 
tute a major medium for promoting con- 
sumer sales, and the problems of its best 
utilization must be solved.” 

A study of the replies received indicates 
that while there are many different opinions 
on the correct use of display, no one ques- 
tions its value when it can be employed 
“properly’—that if certain untavorable fac- 
tors can be corrected, display may well enter 
into its most lusty period 
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G: Produc of 
CHICAGO CARDBOARD COMPANY 


666 Washington Blvd., Chicago, Ill. 


For Gale by Leading “Distributors — Everywhere 





“It's The Little Things 
That Count" 


Price alone is no true barometer of value. A product 
that leaves something to be desired is no bargain. 
Meloy Enlargements offer THREE distinct points of 
superiority: 





1. Photographic Excellence—possible through finest 
lenses, equipment, and wide range of sensitized 
materials, plus constant research. 


2. Coloring Technique—unsurpassed neatness, choice 
of colors, shading, and high-lighting. 


e PHOTOGRAPHIC 3. Price—the lowest possible, commensurate 
with the fine work of the artisan. 
° TRANSPARENCIES For Window Displays, Merchandise Settings, 
e BLOWUPS Advertising Displays and Exhibits 
BLACK AND WHITE, SEPIA, HAND-COLORS 

















e MURALS MAIL YOUR ORDER OR INQUIRY TODAY 
MELOY BROS., INC. SHELBYVILLE 











Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 




















—For the holidays, National 
Distillers is providing its re- 
tail outlets with a special 
top-piece, lithographed in 
bright colors, to fit onto its 
permanent de luxe counter 
display—a reminder to buy 
"Gifts Your Friends Appre- 
ciate''— 


—Kayser hosiery is present- 
ed in appealing fashion via 
this displayer by Kay Dis- 
plays, Inc., New York City— 


—The gay Christmas carton 
of Kessler's Private Blend 
harks back to the Nineties 
with scenes from famous res- 
taurants of that era; the 
"Smooth as Silk" slogan also 
appears prominently— 


—A pastoral scene to sug- 
gest wool characterizes the 
Cluett, Peabody & Co. "'Aro- 
wool" tie display. The unit 
has solid wooden base, cut- 
out wooden figures and trees, 
and is screened in seven col!- 
ors. Designed and made by 
Kay Displays— 


—A brilliantly white Christ- 
mas tree, trimmed with blue 
glass decorations and bear- 
ing a red banner for the 
sales message, is being used 
for Edgeworth tobacco dis- 
play this season. By Ein- 
son-Freeman Company, Inc., 


Long Island City, N. Y.— 


—Life-size Scotties pull a 
wagon which holds an actual 
bottle of Black & White 
whiskey in the unit pictured. 
An actual red leather leash 
connects the dogs and wag- 
on. Created and produced 
by Einson-Freeman— 


—This transparent "Vuepak'’ 
display housing (Monsanto 
Chemical Company) for 
Kaynee shirts puts emphasis 
on the product, with full 
visibility from all angles. 
The brand name stands out 
in bold relief— 
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THE TAILORED WOMAN 
GOES FOR NOVELTY 


[Continued from page 9] 


space. By dividing the broad 1&8-toot ex 
panse into three sections the two sides meas 
center 8 We this 


with a 


ire 5 feet and the find 


builds up exceptionally well greatel 


unount of merchandise than was possibl 


been 


57th 


Ilats, bags, and sweaters have 
date The 
street windows continue to tell a direct met 
No. 3 on the cornet 
of Fifth avenue and 57th always pulling the 
best. 

We are holding our breath until Decembet 


betore. 
ried successtully to other 


chandise storyv—window 


5, when we jump into a new toyer idea. W<¢ 
festooned and 


Booths ot 


move out into a gayly space 


open our Christmas fair. odd 
shapes and painted in gay colors to be used 
as selling counters have been designed and 
made to look like enlarged Christmas tree 
(the 


Germany 


ornaments kind we all used to love 


made in and now unobtainable) 


These will house the Christmas gifts, some 
bric-a-brac, but mostly expensive merchan 
dise from the jewelry, perfume, and bag de 


partments. To the right of the booths a big 


18-foot Christmas tree will be erected with 
colored lights and gleaming ornaments. 
It is our first Christmas in the new store 


and one which promises to be exciting and 
fun. President Denton has put the volume 
of business away ahead of last year, and has 
window The conelu 


increased the budget. 


sions are your own to draw. 


McCarthy Reelected President 
Of Boston Display Group 


John G. McCarthy, Brown Durrell Com 
pany, was reelected president of the Boston 
Men's Club at the November meet- 
studio of the New 
England Telephone Company. He will be 
Goldsmith, S. Goldsmith 
Walter iF Kelley, 
Delano & Co., treasurer; Edward J. Gleason, 


New 


Display 
ing, held at the display 
assisted by Jack 


Sons, vice-president ; 


England Telephone Company, secre- 
tary. The board of trustees is composed of 
Samuel Branz, William Filene’s Sons Com 
pany; Dominick De Palma, of the firm of 


the same Arthur Hannigan, A. B. 


Sutherland Company, Lawrence, Mass. 


Name 5 


Inspector Francis L. Sweeney, Boston 
Police Narcotic Squad, was the speaker at 
the November meeting and described the in 
teresting work in connection with stamping 
out the dope evil. It is the policy of ithe 


Boston club to discuss a subject foreign to 


display at each meeting 


Retail Department 
Enlarged By lvel 
With 
ilities as a 
the World's Fair period, 
(orporation, 509 West 56th street, New 


( 


greatly increased manutacturing fa 
during 


Ivel 


York 


result of its expansion 


construction 


ity, has enlarged its department of built-up 


lisplays for the retail chain and department 


tore. J. A. Goldberg, for the past twelve 
ears an important factor in the develop 
ment of merchandising displays in this field, 


as been appointed general manager of th 


enlarged department. 


GISPtiayY WeoRrtD 


North Dakota Merchants 
Receive Display Training 

Under the direction of Edith Jane Veitch 
state education, 
the Department of Vocational Education ot 
the State of North 
series of training courses fot 
state. \ 
been hit upon tor bringing the service home 


supervisor of distributive 


Dakota is conducting a 
the merchants 
unusual device has 


of the ver) 


to the small town retailer \ccording to 
Miss Veiteh: “The larger towns have 
courses consisting of several lessons extend 
ing over a large period of time. Due to 


distances here in North Dakota, to serve the 
extensive cours 


smaller towns with a long 


would be prohibitive from the financial 
viewport 


My department conceived a one-week in 


course tor the smalles 
first of its 
States under distributive 


tensified training 
towns. Such a 

kind in the United 
education. Four members of my 
to Bottineau tor this 
sales expert, a window expert, a merchandis« 


course is. the 


staff went 


clinic. There was a 


expert, one person giving ideas on stock 


control, and myseli. Each evening we led 
discussions in various subjects of interest to 
these small town merchants. Our objective 
was to increase the efficiency of those in 
selling fields. Definitely we included 


display. We make 


small town merchants more window display 


win 


dow aimed to these 
conscious.” 
To stimulate further interest, prizes, con 


DISPLAY 


merchants 


sisting of subscriptions — to 


WORLD, 


whose displays were judged best at the end 


were awarded the 


of the training course. Miss Veitch con 
cludes: “We feel gratified in our efforts 
because definite interest is now shown in 


both interior displays and window displays.” 
The three 
Bottineau Cooperative Store, Kleppe’s Store. 


winners of the awards were the 


and Edna’s Shop. 


Councilman Wants Law 
Banning Nude Mannequins 

\ssociated Press dispatches the latter part 
originating in 
Harold 


War on 


of November carried a story 


Muncie, Ind., where Councilman H. 


Stanley is waging a single-handed 
retailers whose displaymen do not draw the 
window 
clothed. 


are lifelike and true to color 


curtains while mannequins are un 
Stanley maintains . “the models 
and should not 
be permitted in) the windows when un 
clothed.” 

The 
Hecht, president, The 
313 West Adams 


ting two columns of publicity in the Chicago 


Jack 


(om 


responsible for 
Hecht 


street, Chicago, get 


incident was 
Fixture 
pany, 
Daily Times. The paper sent a reporter to 
Hecht on the 


his remarks along with 


interview subject and printed 


tour photographs of 


the nude mannequins currently appearing in 


the Hecht window and showrooms. Hecht's 
comments were seconded by members of th 
Chicago city council, who also turned a deat 
ear to the idea of mannequins contributine 


to adolescent immorality 


Jim Worley 
With Hall's 
Hall's 


announced the 


‘| enn., has 


Jim Worley 


Sons, 


Knoxville, 


appomntment ot 


i oS 


as display director. 
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MANNEQUINS 
by PROFITA 


for 
1940 


models_ include 
women’s, juniors’, sophomores’ 
and children’s numbers, repre- 
senting the last word in styling, 
construction and design. Cast in 
genuine Rubberlite, they elimi- 
nate the hazard of breakage and 
assure long and continuous serv- 


These smart 


ice. 

Write for descriptive folder—or 
have us include you in our sales 
men’s itinerary. 


DURABLE DISPLAYS, Inc. 


General Office and Factory 
2010-2018 S. Halsted St., Chicago 
Showroom 
4 W. 37th Street, New York City 











Put that Tropical Appeal 
in your Spring and Summer Displays 


with NATURAL BAMBOO ... 


Immediate lelivery from the rgest stoct n the 
U.S \ll sizes from inch to 7 inches in diameter 
Write for samples of Fabricate Bamboo ind 
Jamboo Screening. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, cait. J 
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MAGICAL! 
MYSTIFYING! 


DIFFERENT! 

















| 


Ay 
| 


hal 
¥ 
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Tl Ths ti 


TODAY’S NEWEST 
“CROWD-PULLING” OPPORTUNITY 


Set up a black window—paint figures, scenes, 
designs with Flame-Glo Fluorescent Paint—in- 
stall inexpensive “black light’ (ultra-violet rays) 

. and you have the most eerie, mystifying 
effects ever achieved in window display. Its 
limitless possibilities will stir your imagination. 
Sets the town talking wherever installed. 
Originally these effects were obtained only in 
expensive scientific and theatrical work. Now 
Flame-Glo brings them well within your budget. 
Works on any interior surface 


cardboard, fabrics, etc. 


wood, metal, 
cement, Easy to brush 
or spray; dries in one hour. 

Investiga‘e this magical display medium. Write 
today for full details, prices and color card. 


FLAME-GLO COMPANY, INC. 


NEW YORK CITY 


WILLOW AVE. at 135th ST. 











ANIMATION 

Like Ants, FLEXOACTION units 
con lift many times their own weight. 

«) The model illustrated, having .o cord 

- wrapped around its shaft, would raise 
75 units like itself, all at one time! 


EARED MOTORS for DISPLAY TURNTABLES 
ight ot heavy display loads . 30 to/O00 1b. capacities. 


















MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 








@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Form Dressing Demonstration 


For Cleveland Club 

At the November meeting of the Cleve- 
land Display Club three members gave a 
demonstration of the preparation and dress- 


| ing of men’s forms, in line with the practical 


| tured by 


pating were Penney, 

Frank Novak, Rosenblum’s, and “Bud” 
Adams, Bartunek’s. 
| Eldredge Wins First 

In Dr. Locke Contest 

Irving Eldredge, R. H. Macy & Co., New 

York City, has been awarded first prize of 
$50 for the best window display featuring 
Dr. M. W. Locke footwear during a recent 
contest. The second prize of $25 in the same 


are being fea- 


partici- 


educational programs which 
this organization. 
William 


Those 
Rotbart’s ; 


classification for cities of 500,000 population 


and over went to Frank E. Whitelam, Fyfe’s, 
Detroit. 
Other displaymen to win awards were as 


Com- 


Hene 


Friedman, 


Charles Ricks, Loeb & 


Ind.; M. W. 


follow . * 


pany, Lafayette, 
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Friedman's Royal Shoe Shop, Poughkeepsie 


N. Y.; Kenneth D. McGannon, Abrahams 
Davenport, Iowa; T. Willard Jones, Phelps 
Shoe Company, Shreveport, La.; R. J. Rob- 
erts, Patton & Hall, Schenectady, N. Y.: 
H. Goebel, Foot Health Shoppe, San An- 
tonio; S. P. Thompson, Nordstrom's, Inc., 
Seattle; C. D. McClaughry, The H. C. Cap- 
well Company, Oakland. 
New Staple Package 
Announced By Hansen 

The “Vest-Kit” package of staples, as re- 
cently announced by the A. L. Hansen Man 
ufacturing Company, 5041 Ravenswood ave- 
nue, Chicago, is a thin, compact unit which 
fits into the vest pocket. The box is of 
special design, with double cutout at top 


bottom of the package 
when pulled, which in turn pulls out the 
staples to a point they 
moved. The new package provides the use: 
with 
waste 


which collapses the 
where can be re 


and reduces 
from 


a readily portable supply, 
spilling staples 


The 


no increase 


due to more 


cumbersome boxes. staple package is 


obtainable at in cost. 





The DISPLAY PARADE 


by Anthony Brinker 





AMBULANCE DRIVER IN FRANCE 
wes = WAR, AT AGE OF I6.. 





ATTENDED UNIVERSITY 
OF NEBRASKA... 





FAVORITE HOBBIES... 
DEEP-SEA FISHING IN 
GULF STREAM, HUNTING 
DEER AND TURKIES IN «ees 
FLORIDA EVERGLADES! 3: 


HATS OF 70... 


2 
DISPLAY DIRECTOR, 
BURDINE’S, MIAMI, FLA. 


JOINED BURDINES IN 1926 
AND HAS REMAINED SINCE / 
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Rude, Costello, And Humphreys 
Win Mallory Contest 


The results of the national display con- 
test sponsored by the Mallory Hat Company, 
Danbury, Conn., have been announced as 
follows: for cities of over 50,000 population, 
first, Fred Rude, Baskin’s, Chicago; second, 
L. A. McMullen, Eastern Outfitting Com- 
pany, Portland, Ore.; third (tie), Clement 
Kieffer, Jr.. The Kleinhans Company, Buft- 
falo, and Louis A. Banks, The Hecht Com- 
pany, Washington. 

Cities of more than 15,000 and less than 
50,000 population, first, Tom Costello, Cos- 
tello’s, Everett, Wash.; James Ste- 
vens, Malcomb Brock Company, Bakersfield, 
Calif.; third, Ernest G. Brown, The Conti- 
nental, Oshkosh, Wis. 

Cities of less than 15,000 population, first, 
Charles B. Humphreys, The Bashtord-Bur- 
mister Company, Prescott, Ariz.; 
Thomas Beecher, The Carroll 
Knightstown, Ind.; third, Harry 
Molen Brothers, Cordell, Okla. 


second, 


second, 
Company, 


Welch, 


1940 Promotional Guide 
Released By NRDGA 
The Sales Promotion Division of the Na- 
tional Retail Dry Association, 101 
West 3lst street, New York City, has just 
issued its annual “Calendar and Promotional 
(suide for Retailers,” for the vear 1940. Alan 
\. Wells has charge of the division. The 
abounds in hints and 
merchandising, 


Goods 


calendar and guide 


helps for giving dates of 
scheduled events, promotion data on various 
merchandise, promotions for each 
month, sales percentage tables, and the like 
Bound with a stiff board cover and plastic 
binding, the guide is priced to member stores 


at $1.50 and to non-members at $2.50. 


specific 


Irwin Culver With 
Rubber Products 
Irwin G. Culver, 
signing mannequins dates back to the days 
of wax figures, and who is known to dis- 
playmen everywhere, has joined 
Products, Inc., 2006 Canalport avenue, Chi- 
cago, to create a new line of men’s manne- 
quins in “Rubberlite.”. The new figures will 
embody a number of improvements, it is 
said, including movable and interchangeable 
bodies, and a new type of wooden arm that 


whose experience in de 


Rubber 


permits adjustment into any position. 


L. A. Paving Adds 
Person To Staff 

C. P. (Carp) Person, for many years asso- 
ciated with the display department of Gam- 
ble Stores, is now representing the L.A. 
Darling Company, Mich., in the 
Minnesota territory. Person has a practical 
display background which fits him espe- 
cially well for the work. His office is at 
4921 3lst avenue, south, Minneapolis. 


Bronson, 


New Motion Display 
Organization 

For the manufacture of various types of 
mechanical displays, with the changeable 
sign principle included, the Cargill Mechan- 


ical Animation Company has been formed 
to operate at 336 Canal street, New York 
City. Arthur 


Bunnell is general manager 





COISPFLAY WORLD 


37 





RUBBERLITE 
MEN’S FIGURES 





New innovations in construction and perfect-fit 
mannequin modelling, plus Rubberlite durability, 


make these figures the Season's m)st outstanding 
contribution to men’s wear display. 


Special features include: 
New interchangeable and adjustable waist 


@2> joint—makes body interchangeable with all 
leg poses. 


New type of wooden arms with improved and 
@> perfected joints adjustable to any position, 
with ease. 


> Head types that reflect the typical masculine 
American. 


WRITE FOR FURTHER DETAILS 


DURABLE DISPLAYS, INC. 


2010 S. HALSTED ST. 4 WEST 37th ST. 
CHICAGO NEW YORK 








Animate 
with 






Motion! 








For Display Animation 
SpeedWay Presents: 
@The MOTIONEER 

—lowest priced electric pendulum unit. 
@eFLEA POWER MOTORS 

—any size, any speed, any current. 


eSPEEDWAY TURNTABLES 
—a complete line from 5 to 500 lbs. capacity, 
any speed, any current. 


@EXPERT TECHNICAL SERVICE 


—FREE motion mechanism designing service. 


the 
MOTIONEER 





Write for new Catalog showing the complete 
line from the ‘Headquarters for Motion.” 
Display Motion Division 


SpeedWay Manufacturing Co. 


1839 S. 52nd AVE. CICERO, ILLINOIS 

















spend good 


money = adver 


ARDBOARD __ snes ‘ior aiver 
me EASELS ; mater merchat, 


is economy to use the Stan "Pat Easel, with 
special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 


easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 





hb present smart 






merchandise on poot 
displayers is like 
putting pearls on 


? 
a sOw $s ea. 


CATALOG NO 60 SENT ON REQUEST 








GLASS SILK (SPUN GLASS) 


Beautiful Waterfall, Ice 
Displays with and withou 
White—Fireproof and Verminproof 
Also Glass Tubes, Rods and Gazing Globes 
If Your Tobber Does Not Handle 
GLASS SILK Order Direct... 
Manufactured b 
FRIEDRICH & DIMMOCK 


Factory Millville, N 





Sales Office: 7 east 42nd St., New York 


and Snow Effects, Motio 
it Colorful Lighting, Pure 


1 
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MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 








IT IS YOUR LOSS 
If You Don’t Write for Our Catalogue, 
Samples and Price List 


F. D. GOODLANDER 
BOX 233 . - - WABASH, IND. 
Manufacturer of Claycoated Showcard Boards 

Jobber of Sign & Showcard Writers 
Brushes and Supplies. 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brisechograph Co. 


COLUMBUS, OHIO 
Enlarging Projectors for Display Men, 
Artists and Sign Studios 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 








SMILAX . . . . Per Case $4.50 
LAUREL ROPING . Per Yard 10c 


Satisfaction guaranteed as we are the in 
troducers of Southern Wild Smilax, and 
have been supplying displaymen with dec 
orative evergreens tor over half a century 


CALDWELL THE WOODSMAN Co. 


EVERGREEN, ALA. 














ePlease Mention DISPLAY WORLD 
When Wiiting Advertisers 
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TELEVISION AND DISPLAY 
[Continued from page 3} 


Here are the finished 
sketches. sketches.) 

But the mirrors were just one prop in this 
production. The variety of merchandise we 
had to show necessitated any number of 
other things which could not be picked up 
casually but had to match, in general theme 
and period, the central design we had de- 
cided on. 

All of which meant scouring the market. 
We needed to soften our effects—that meant 
fabric, draped in the lavish manner of the 
We decided upon taffeta as typical. 
So we 


search, we hit. it. 
(Shows 


period. 
But we couldn't find the right colors. 
had huge lots especially dyed in the colors 
we needed. Still, we hadn't what we 
wanted. (Shows plain taffetas.) 

The effect was flat. We finally had the 
whole moired. This watered silk 
immediately snapped the display together. 
(Shows moire.) The colors were right—it 
was even more typical of the period, and the 
effect of light and shadow on the moired 
surface added interest which was completely 
lacking in the plain fabric. Another snag 
ironed out! 

In the meantime, we had been searching 
couldn't find them! We 
garret in some of the 

shops in New York 
City. We course, but 
they most 
important from our point of view, too heavy 


business 


for mirrors and 
cellar to 
antique 
mirrors, of 
too small or, 


went trom 
most famous 
found 


were too large or 


to be suspended as they had to be. 
However, we had to have them and by 
ransacking practically all the attics in some 
New York City homes, we found them. We 
took them to the display studio and every- 
agreed that they were right in every 
they did absolutely noth- 


body 
detail except one 
ing for the display! 

But we remembered that even the loveliest 
actress has to make up; so we made up the 
mirrors. A bit of color here and there did 
the trick. (So I couldn't bring one 
to show you, but that would be too much!) 

Now we had the theme and the principal 
elements of So we could take time 
to consider the merchandise which is, after 
all, the most important part of the presen- 
For sales slips are our box office 


sorry 


decor. 


tation. 
receipts and without merchandise—no sales 
slips. Without sales slips—no display de- 
partment. 

In this case the merchandise to be shown 
was corsets, millinery, jewelry, and shoes— 
all of them dramatic in themselves. For 
instance, corsets are the fashion news of the 


year. The tiny waist of the Nineties can 
only be achieved with corsets—and what 
amusing things we found them! But = in 


display, as in the theatre, effects have to be 
exaggerated in order to get across. 
Therefore we had corset figures especially 
moulded to accentuate the tiny waist and the 
gentle curve of the hips. These were simply 
the background for the corsets but show the 
attention to detail which is 
department. 


endless neces- 


sary in any display (Shows 
corset figures.) 

Now we have arrived at the deadline: the 
curtain up tomorrow morning. The 
store is empty, with only the decorators on 


Props are brought down, merchan- 


goes 


hand. 
dise is assembled, the schedule of work laid 
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out so that every man understands com- 
pletely what he is to do. 

First, we dress the corset figures. But 


instead of the traditional bedpost of the 
Nineties, one of us held the figure and 
another pulled the strings. In time, all of 
them were ready for their Fifth avenue 
debut. For the millinery and jewelry win- 
dows, we decided not to use full figures. 

Miss Hawkes: Why not? 

J.: First, because we wished to accentuate 
the merchandise we were showing and felt 
the upper torso would prove more effective 
than the full figure. (Shows half torso.) 

Miss H.: But wasn't it a bit difficult? 
You couldn't put dresses on a half figure! 
J.: We found we would have to drape 
them! Naturally, we thought of silk fabrics 
—undoubtedly because silks drape more 
easily. But, no, the fashion department ar- 
rived on the scene and shouted “Wool!” 
Which just shows the importance of having 
somebody on the spot to keep their eye on 
the ball. We had completely forgotten sea- 
son, fashion, or what-have-you! 

Finally preparatory work was completed 
and we started to decorate the windows. 
In the corset windows, after tearing our hair 
about mirrors, we worked an illusion which 
completely eliminated the mirror. We used the 
frame and suspended a corset in it and 
another in front of it. But the corset in 
front—supposed to be reflected in the mir- 
ror—was an entirely different color! 

Miss H.: Won't you tell us how you man- 
aged to make the corset figures defy the law 
of gravity? They seemed to be hanging in 
mid-air. 

J.: You're quite right, but that wasn’t done 
with mirrors. We simply hung them on 
invisible piano wire. 

Miss H.: But why hang them at all? 

J.: Because when the sketches were made 
the corsets were placed in that manner, as 
if they were flying, so the only way we 
could achieve the effect was by suspension 
it made a more interesting com- 


Besides, 
position. 

Miss H.: Apparently it was a good idea, 
judging by the crowds I saw at the corset 
window all this week. 

J.: Now let’s take the millinery windows 
-two of them. One of them was most ex- 
citing; as an idea, it featured “Back Inter- 
est” in hats. What with all the “Back 
Interest” in dresses we've been hearing 
about, it was a natural. Because our gals 
-even if they were only millinery heads- 
were so entranced with their reflections in 
the mirror that all the back interest showed. 

Miss H.: Just how did you treat that amus- 
ing jewelry window? 

J.: That was real fun; we took a lot of 
liberties, I’m afraid. Because of the ex- 
travagance of this fashions—per- 
haps more because of the feeling of Nine- 
teenth century opulence we had acquired 
by this time—we strung jewelry all over the 
place. Two or three necklaces on a figure- 
bracelets, clips, and what-not nestling in the 
ornate frame of the mirror. I just regretted 
that I hadn't a jeweled garter. (Shows fig- 
ures and jewelry.) 

Miss H.: You haven't mentioned the shoe 
By the way, there wasn’t a single 


season's 


window. 
mirror in that one. 

J.: Oh, that’s just one of the things 
a displayman is liable to discover when the 
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time comes to do the actual work. Once 
in awhile, that wonderful idea doesn’t work 
out. You have to do something in a hurry 
—and it has to be good. In this case, mir- 
rors wouldn't do. 

Miss H.: What a predicament! How on 
earth did you manage to retain the same 
general idea? 

J.: It wasn’t so bad, after all. We simply 
cut into our moire taffeta, draped the back- 
ground, and found it very amusing to tie 
back the folds with pairs of shoes strung 
on a chunky necklace. We found we needed 
a little more interest, so we painted the 
shoe forms a wild color. 

Miss H.: The effect was charming; it 
looked like anything but a last-minute idea. 
But did that finish the windows ? 

J.: Not at all; dozens of accessories still 
had to be placed. Most importantly, we then 
had to experiment with our lighting. This 
must be done before dawn—and dawn was 
not too far away. So, out of the windows 
and on to Fifth avenue, to get a preview 


of the new show. First, as we have ex- 
plained, the lights. And this doesn’t just 
mean light—it also means color. For 


through the use of colored slides (shows 
slides) we get color. Up to this point, we 
couldn't be sure. After illumination in all 
its phases has been established, we can see 
the display as it will appear to our Fifth 
Avenue audience. 


Jesse Leary Joins 
Alfa Displays 

Jesse Leary, who had been in the pro 
duction department of Leo H. Fuller Com- 
pany, has joined Alta’ Displays, Ine., 95 
Madison avenue, New York City. 
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Richard Staines Wins 
Rothmoor Contest 

First prize of $100 in the “A” group of 
competitors in the Rothmoor Corporation’s 
national display contest has been awarded 
to Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla. Second and_ third 
places and prizes of $50 and $25 each went 
to Houseman & Jones, Grand Rapids, Mich., 
and Engel & Fetzer, Cleveland, respectively. 
In the “B” group similar awards were made 
to William D. Hardy & Co., Muskegon, 
Mich., for first place; Howard Heisser, W. 
Lewis & Co., Champaign, IIL, who placed 
second, and with a third-place tie for Ram- 
say's, Carthage, Mo., and Smith & Lang, 
Stockton, Calif. M. Michele, Saks-Fifth 
Avenue, Chicago, was chairman of the 
judging committee. 


Decorative Displays, Inc., 
Is New Display Firm 

Arthur Cohen, formerly with Leopold 
Sonn & Brother, has formed a new firm 
known as Decorative Displays, Inc., at 636 
Broadway, New York City. Walter L. 
Jacobs, formerly with Merchandising Dis- 
play, Inc., is also connected with the com- 
pany. All phases of window display can be 
turned out by the large modern factory and 
extensive art department, it is said. 


Vincent Barrett With 
Steiger's, Hartford 

Vincent Barrett, formerly display manage 
for Robert Fraser, Inc., Utica, N. Y., has 
resigned to accept a similar position at 
Steiger’s, Hartford, Conn. 


o 





VE, Vi CLIERO—— 


—''The boss always insists on helping with the Christmas windows!''— 
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More expressive 


than a thousand ad- 
jectives are the simple 
words: 


The season's greetings 
to all our customers 
and friends . . . and 
.. . thanks for a suc- 
cessful year. 


Excetsior 
PAPER 

SPECIALTIES 
COMPANY, inc. 


640 WEST 57th STREET 
NEW YORK CITY 
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MAKE 1940 
MORE PROFITABLE 


with the 


Write for 


FULL INFORMATION 


on this high speed machine for mak- 
ing cut out displays quickly, easily 
and economically. 


INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago, Ill. 








DISPLAY PLYWOOD 


AETNA has complete stocks plywood for dis- 
play building. BENDING PANELS in Gum. 
Birch, Basswood, Philippine Mahogany (Lauan), 
Figured Gum and Walnut. 


WALLBOARD PANELS in Fir, Gum, Pine, Birch, 
Mahogany and Walnut. Regular panels in all 
the above woods and thicknesses. Also, Avo 
dire, Birdseye, Curly and Select white Maple. 
Oriental, Prima Vera, Satinwood, Zebrawood. 
Send for free catalog. Orders shipped same 
day received. 


Aetna Plywood & Veneer 
1729 ELSTON AVE. CHICAGO 


HEXCHROME 
COLOR.IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, IIl. 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 








EVERYTHING FOR THE STORE IN 
DISPLAY FIXTURES 
AT FACTORY PRICES 
Write for our 36 page 
Catalog. It is FREE! 

THE FIXTURE MART Ine. 


314 W. JACKSON BLVD. CHICAGO 
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Think tis over... 








\n Associated Press dispatch from Mun- 
cie, Ind., tells of City Councilman Harold 
Stanley's demand that the display of un 
draped show-window mannequins be hidden 


from the public by drawn shades. Stanley 
told the council that if displaymen did not 
draw the shades while at work, he'd intro- 
duce a bill against the showing of undressed 
“dummies.” One hung 
a sign on an undraped mannequin reading : 
“Don't look The windows are being 
trimmed.” 


store the next day 
now. 


Muncie 
did bring to the notice of the public a lazy 


Seriously, the councilman from 
habit in retail store fronts that adds nothing 
to the prestige of display. Leaving manne 
quins undraped in open windows gives the 
public a chance to see them as a burlesque 
show instead of a merchandise presentation. 
Arter all, a for the 
of modesty as protection against 
heat and cold. 

Now we 
protection 
that 


through the ages and today 


garment is worn sake 


well as 
know that mannequins need no 


from heat or cold, but we do 


know modesty has been carried down 
we have censors 
the public 
Any 


store that has enough money to buy manne 


stage and = screen, 


watching the 
schools and colleges with critical eves. 


quins to place in its windows has enough 


money to cover the glass with a piece ol 


muslin when the mannequins are being 


dressed, or the price of slips to place on 


manutacturers, likewise, 
think 
and give the store, with each purchase, a 
that 


them. Mannequin 


would do well to over this problem 


slip with an elastic top would fasten 


securely on the figure 
able to 


a display mannequin arouses such ex 


No displayman has been figure 


why 
and laughter, especially 


citement among 


women. When a displayman carries a man 
nequin through the store, even fully dressed, 
the average customer nearly faints and then 
bursts into laughter when she finally realizes 
it is only a papier mache woman. A few 


vears ago | had a display promoting card 


tables on our main aisle. A mannequin sat 
beside the bridge table with the cards dealt 
out in style. <A 
along, leaned over the shoulder of the man- 
looked at the held 


realistic customer came 


nequin, cards she in het 


hand and said, “I'd bid three no-trump on 
that.” The mannequin kept a_ perfectly 
straight face, the only one she had, and the 


customer stared at her and finally realized 
In my experience that is the 
only time a mannequin got the laugh on the 
and all the times | 
laughed at while working with mannequins 


her mistake 


customer have been 


were repaid by that experience. 

Some displavymen I know will go to great 
lengths to try to their 
originality in their 


impress upon me 


doing certain things in 


stores. Yet very few display ideas are orig 
inal. You may think they are when you 
execute them in yvour displays, but months 
later vou may surprise vourself by finding 


them im some Often 


old display magazine 


By FRANK G. BINGHA 





times you store ideas back in your subcon- 
scious mind and even years later bring them 
forth and put them to use. Emerson once 
said, “Great men are more distinguished by 
range and extent, than by originality. If we 
require the originality, which 
weaving, like a spider, their web from their 
own bowels; in finding clay, and making 
bricks, and building the house; no great 
men are original. Nor does valuable orig- 
inality unlikeness to other men. 
The greatest genius is the indebted 
man.” The displayman you hear giving 
praise to the other fellow for an idea, or 
mentioning the way he ran across such an 
idea, is far more on the road to true display 
greatness than the displayman who tries 
to impress upon you his originality. 


consists in 


consist in 
most 


Today a window display is the profit on 
the books of tomorrow. It greets the cus- 
tomer first and is the last to say goodbye 
It is a newspaper advertisement on location 
advantage of three dimensions 
color. Motion and sound are its 
Lighting, which is. still rela- 
undeveloped, is part of its bag of 
It's chief asset is sight, which con- 
It is the 
interior self 


—plus the 
full 
sideshows. 


and 


tively 
tricks. 
trols 87 per cent of all purchases. 
exterior character of a. store’s 
expression. A good display extends a wel 
come hand to the customer, as sincerely as 
the man behind the glass is capable of exe- 
cuting. It builds not only sales, but good- 
will and customer friendship. A good dis- 
play is a vanity mirror in which women see 
the desires of their minds reflected before 
It is truly the only form of ad- 
vertising that can open a woman's purse 
before she has time to think, because it is 
at the focal point of possession. 


their eves. 


To a small boy at Christmas time a good 
display is a world of make-believe brought 
before his eyes. To a little girl it is a 
shining hour of hope nearing fulfillment. 
To the forgotten man passing by the brightly 
lighted displays, it is a reminder of his 
better days. To the couple who can't afford 
motion picture tickets, it’s an avenue of free 
and enjoyable entertainment. To the thou- 
sands who don’t know what to buy for his 
or her Christmas gift, it is a giant shopping 
list presented on a large platter. To the 
business man, a good display is a memo ot 
what his family wants and needs for Christ- 
mas. To the factory worker it represents 
his pay check wrapped up in various shapes 
on the floor Christmas morning. To the 
office girl it symbolizes another month of 
budget wrecking. Yes, today, a window dis- 
play is truly the profits on the books of to 
and its audience takes in all walks 
of life, weaving its web of selling appeal! 
from the humblest to the mightiest. 


morrow 


The trend in display is more and more to- 
ward promotion. The merchant 
seeking a display cares not so 


display 
executive 
much about the man’s mechanical ability, o1 
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whether he has a motor-driven saw in his 
tool chest. He puts emphasis on sentences 
like this: “We want a displayman who has 
good taste, who studies merchandise, and 
who has a sense of color. He must know 
what merchandise will interest the greatest 
number of passersby and display it with a 
theme that will sell it!” The good jobs in 
the days to come are going to the men who 
first master the elements of all good display 
mechanics and then devote their time and 
mind to dramatizing the store as a whole. 


We all may be gone and forgotten when 
real national unity in display becomes a 
reality, but let us look ahead and hope that 
something we do may speed us to our goal. 
The least we can hope is that we have the 
courage and foresight to leave those to fol- 
low the spirit of friendship, loyalty, and 
unity that we ourselves, thus far, have been 
unable to bring out universally. If we are 
successful, perhaps our profession at the end 
of the century or sooner will be the most 
powerful factor in merchandising the world 
has ever seen. Let’s hope it’s sooner! 


Dear Santa Claus: Most displaymen are 
too busy right at this time of the vear even 
to stop and say “hello” to you in their own 
toyland, so I am taking the liberty of writing 
you to tell you what most displaymen want 
for Christmas. You know, Santa, they are 
the fellows who fix up such a nice place for 
you at Christmas when you come to visit in 
our stores. I know one of your kind this 
vear is sitting on a sponge rubber seat; so 
you see we displaymen really get to the 
bottom of any problem. I'm glad you didn't 
buy a Packard car... you had the kids 
thinking you wouldn't show up this year, but 
thanks to the mothers they know when to 
complain . they jump on our necks when 
we have a wrong price in the window 
last year I had to sell a doll for 98 cents 
because a ticket fell down on a $4.98 number 

I'm glad vou only bother us once in 
twelve months . . . by December 24 we're 
mighty sick of you and your red suit, but 
by that time you're mighty sick of our toy 
departments, too, so that makes it even. 

Anyway, here’s what we want for Christ- 
mas and don't think we are selfish in asking 
for these things. After all, we know they 
will benefit the whole store more than they 
will us, personally. . 

First, we want more recognition in our 
jobs. In a recent survey 11 per cent said 
newspaper advertising brought them into the 
store and 24 per cent said display brought 
them in. Don't forget, this 1s no reflection 
upon the value of newspaper publicity, but 
it certainly shows a lack of display recog- 
nition in most stores. You spend hours upon 
hours listening to what kids want for Christ- 
mas every day and you know darn well that 
the show window and the toy department 
displays are the biggest factors in making 
up their minds. Only for display doing 
its job in a big way, the kids you hold on 
your lap wouldn't know what they want. 

Second, we want more money to spend on 
our displays in 1940. You could do us a 
big favor if you would stop a few minutes 
and tell the boys who make up the figures 
at Harvard that one-half of 1 per cent for 
display expenditures is as silly as eating 
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in fact, tell them they are partly 
responsible for the depression because many 


goldfish . . 


a merchant has used these figures for dis- 
play and in so doing has handicapped his 
own business if they don't agree, walk 
out and leave them nothing in their stock- 
ings ... perhaps they don't even believe in 
Santa Claus. 

Third, and last. we want a real display 
organization to represent us nationally 
Mention this to all displaymen with whom 
you come in contact and of course you meet 
them all. We want a new spirit of friend- 
ship and fellowship among displaymen from 
every corner of this country. We want 
you to give every displayman a shot in the 
arm of that powerful medicine you spread 
so generously at Christmas, so as to keep 
his enthusiasm on an up-grade in 1940 
Make it potent enough so he will pay his 
I. A. D. M. dues before the New Year. 

You know, Santa, displaymen are funny 
fellows; they all read a lot, but few write 
letters. They are great guys to back some 
one who ts really trying to help them. They 
hate the fellow who wants something from 
them and gives them nothing in return 
They will throw five bucks away buying 
strangers drinks, but debate with themselves 
for a year on what they get for their money 
from the I. A. D. M. They hate to send 
money orders. They will send the cash in 
a letter and depend on honest Uncle Sam 
They like to pay their dues at conventions 
but rarely do they ever see a sign telling 
them where to pay. They expect to receive 
letters, but seldom think it important enough 
to answer them. 

This third point, Santa, is most important 
because if we had a powerful display organi 
zation such as you have at the North Pole 
the first and second points would take care 
of themselves; in fact, I wouldn’t even be 
writing vou this letter. One other thing. 
and then I'll sign off. Our next convention 
will be in Detroit in June. You know that 
Detroit has some mighty fine’ fellows 
Wendell, Whitelam, Weaver, Ferguson, 
Chord, and Grover, to name only a_ few 
You might do this: just whisper in thei 
ears that every displayman wants anothet 
1927 convention. They put on a great one 
then and of course the 1940 one will be 
greater. Tell them to get displaymen 
throughout the country doing something for 
that convention. You know how successful 
vou have been by giving other people work 
to do. You make a friend when you ask 
him to help you. 

Tell those Detroit boys to follow your 
plan and their convention will be the great- 
est and the most profitable of them all 
Profits have been a negative pastime in far 
too many recent conventions; even the last 
one in New York turned Communist on the 
books after all the bills were paid. Red 
is all right to make your suit out of, but it 
is a bad thing to line books with—especially 
ledgers. 

This is longer than I expected to write 
and I hope I haven't bored you. Give all 
the fellows my best wishes, and a Merry, 
Merry Christmas to you and Mrs. Santa 
Claus. 

P. S. My little girl wants a dog for 
Christmas—a stuffed one that is sewed like a 
big league baseball. 


4| 





= Ait, Joesns 


Put LIFE Into 
Neckwear Displays 


Jewelry and neckwear become living, 
warm and appealing accessories that sell 
quickly and easily when shown on these 
beautiful new Fairy Forms. — Light- 
weight, resilient, durable—and washable 

they can be used season after season. 
The colors are lasting because thes are 
part of the material itself. 


Because of their 
moderate price, you 
can afford a supply 
ot these forms for 
all departments 
for counters, display 
cases and display 
windows. Available 
in standard Black 
and Flesh colors and 
in Satin White, 
Satin Pink. Velvet 
Black and Glamour 
Glo. 


— 





Equipped with in 
dividual, adjustable 
wire stands orf 
serew-on. attach 
ments to fit stand- 
ard display fixtures. \ 
Mail the coupon 
for details. —— 


SHOE FORM CO. Inc. 
AUBURN. N. Y. 





SHOE FORM CO.., Inc., 
Auburn, N. Y. 


Dept. DW-12 
Gentlemen: Please send complete information re 

garding Fairy Neckwear Forms 

Name 

Firm 

Street 


City State 
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F.A.D.M. News 


By JOHN KING 
Managing Director 


In predicting that 1940 will be a year of 
outstanding developments in the display field 
my most direct and concrete thought goes 
to the scene of the approaching International 
Association of Display Men convention to be 
held at the Statler hotel, Detroit, on June 
24-27, 1940. 

That east coast cities have played host to 
the I. A. D. M. for the past two vears is 
That the officers of the I. A. D. M. 
desire to distribute their meeting places as 


history. 


as possible about the country or in 
That Detroit 
is centrally located so that it is possible for 
a greater attend 
To state that 1940 will see one of the great- 


evenly 
Canada is a matter of policy. 
number to is geography. 
est conventions yet assembled is news of the 
most dependable character. 

Just as futuristic and modernistic effects 
displaymen assisted in 
now established 
depicted at the 


developed by many 
the development of our 
Modern Period so well 
New York World’s Fair, we plan to burst 
forth at the 1940 convention with a flare of 
features that 


and amusement 


have never before been equalled. 


educational 


Manufacturers will like Detroit 
exhibits because exhibit space will be much 
more reasonable than it was in New York 
City last year, and because of the central 
location they can show to a larger attend- 
ance than is possible with many conventions. 

Don't let’s forget that the I. A. D. M. 
membership drive is still on and that each 
member is asked seriously to consider that 
it is his duty to bring in a new member and 
that if each one does his duty in this respect 
we can double the membership in 1940. 

How much credit does a capable display- 
man get for the part his displays play in 
the retail Is his display budget 
sufficient to develop a maximum of business 
in his particular location, or is his budget 
just a remote part of another form of ad- 
vertising that is not capable of producing 
as much return per dollar as display? This 
is one of the current subjects that we expect 
to hear most prominent 
speakers in the country at the 1940 conven- 
tion. 


business ? 


discussed by the 


for their 





OPPORTUNITY EXCHANGE 








SALESMAN 


\ leading mannequin and display fixture 
company has an opening for a man either 
experienced in this line or who has sold 
floral decorations to the display manag- 
ers of department and retail stores in 
territory east of Pittsburgh. We are 
ready to pay a substantial commission, 
traveling expense, and later a drawing 
account when satisfactory results are 


shown. 
Address “E. D.”’ 


Care DISPLAY WORLD 








Display and Advertising Man 


Desires change 


Background includes college education, two 
years’ study at a well-known art school and 
ten years’ major department store experience 
Thoroughly competent Best ot reterences 
Please give details in first letter, including 


approximate salary 
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Address i @ : & | ie care 








ADVERTISING—HOME STUDY—The Advert 
tising Minded Displayman is qualified to make 
the most money Many have graduated from 
this long-established school Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 











COURSES in Window and Store Display, Back 
ground Design; Merchandising Ideas; Exhibi 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ 
ual Advancement. No Correspondence Courses 


THE RAY SCHOOLS 


William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DW12, 116 So. Michigan Blvd., Chicago. 





POSITION WANTED 


Display and advertising manager desires new 
connection Creative displayman, expert show 
ecard writer, background designer. Can furnish 
Cutawl Excellent references. Must be perma 
nent 


Address “W. B.” 
Care DISPLAY WORLD 








Want A Better Job? Learn Window and Interior 
Store Display, Showeard Writing, Background 
Design. Retail Advertising — Sales Promotion. 
Advertising Copy and Layout. Courses for begin 
ners and_ professionals Individual, practical 
training. Placement opportunities. Booklet DW 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbia 5-5519 








EXPERT DISPLAYMAN, LETTERMAN 


Fifteen years’ experience; show cards, back 
grounds, process, window trimming, creative 
ability. All-around mechanic. Reliable. Em 
ploved Desires change, West or South Per 
manent 


FLOYD KEITH 
1234 E. 2ist Ave. North Kansas City, Mo. 








DISPLAY-DESIGNER AND MANAGER 
Well versed and experienced in modern display 
promotion with outstanding creative abilities 
Presently in leading position, seeks connection 
with large concern as display manager or 
int manager Excellent references 
\ddress “M. C.,” Room 1101, DISPLAY WORLD 
Eastern Office--175 5th Ave New York City 


assist 








WANT ADS 
Of all kinds, eligible for the Oppor- 
Only $200 per inch, 
January torms close 


tunity Exchange. 
cash with order 
January 10. 
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Let me join our president, Joe McCann, 
whose message is below, in wishing display- 
ment everywhere a most merry Christmas 
and a happy, prosperous New Year. 


to extend to all 


I wish members of the 
International Association of Display Men 
my sincerest good wishes for a merry 


Christmas and a bright and successful New 
Year. 

I wish likewise to extend the season's 
greetings to the manufacturers who, year 
after vear, display their merchandise at our 
annual meetings and who contribute so much 
toward our success. May the coming New 
Year bring them much financial success. 

We are all deeply interested in making the 
forthcoming national convention at Detroit 
the very finest convention we have ever 
held. Those in charge of the various details 
are laboring day and night to make it an 
outstanding success. To them we are deeply 


grateful. 
I send my hearty greetings and_ best 
wishes. 

Cordially, 


Joseph B. McCann, President. 


And, in conclusion, here are letters from 
two of our directors and one of our officers 
in regard to the membership drive: 

First from Harold Kneeland, Rothschild’s, 
St. Paul: “As director of the eighth district, 
hope to make every effort to go over the top 
for this worthy cause. We realize our very 
capable president, J. B. McCann, must have 
every available help there is. We display- 
men must stress very strongly our $5 mem- 
bership fee, which we think is inducement 
enough for any displayman to join the or- 
ganization of his profession. As a member 
of the I. A. D. M. for twenty years, I am 
proud to belong to such a fine organization.” 

Next, from Ed Sherwood, Sherwood Dis- 
play Service, Cody, Wyo.: “Have started 
on my drive for new members, have the first 
man signed now, and hope everyone I call 
on signs the application blank. Let’s all get 
together and put this drive for new members 
over with a big bang!” 

And last, but not least, from J. F. Bron- 
sing, Bry-Block Mercantile Corporation, 
Memphis, third vice-president: “To the one 
who has chosen the display profession as 
his life’s work, he should be interested in it, 
and love it to such an extent that he would 
want it to be built on the very highest 
standard. The best way he can do this is to 
join the I. A. D. M. and give it all the as- 
sistance he can, as one only gets out of an 
organization what he puts into it. I feel 
sure that right-thinking displayman 
will agree that this is one reason why he 
should join the I. A. D. M.” 


every 





Ellen Kaufman Opens 
Display Studio 

Probably one of the youngest artists oper- 
ating a complete business, Ellen 
Kaufman has opened a studio bearing her 
name at 420 Fourth avenue, New York City. 
where she designs and makes unusual dis- 
play masques, heads, and busts in various 
media. Miss Kaufman came to New York 


display 


City from Europe, where she studied art in 
Paris and 


Berlin. 
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Non-Profit Display Service 
Organized In East 

Plans are being made by the Massachu- 
setts State Pharmaceutical Association for a 
non-profit display service for the benefit of 
manufacturers of merchandise sold under 
fair trade restrictions, and retail druggists. 
Installation of displays will be included in 
the project. The entire plan is expected 
to bring about a better spirit of mutual co- 
operation between manufacturer and drug- 
gist, it is said, and to insure stress on the 
promotion of fair trade items. 

Another expectation is that this arrange- 
ment will help the druggist “combat those 
who are entering this field and who are able 
to outsmart the druggist.” 

The retail outlets will receive new dis- 
plays monthly, and interior tie-ins will be 
made via the counter and show case dis- 
plays. 

Julius Teich has been named merchandis- 
ing counsel for the plan and Norman A. 
Smith has been appointed director of en- 
forcement. The first displays will make 
their bow on January 1. 


Summerton Wins 
Several Contests 

L. E. Summerton, Kisber's, Jackson, Tenn., 
has been awarded first prize in a city-wide 
contest for the best holiday treatment for 
store fronts. In addition he has received a 
check for $50 as first prize in a contest con- 
ducted by the Baker Chocolate Company. 
He recently won second prizes in contests 
sponsored by Dixie Greyhound Lines and 
American Druggist. During the past fou 
years Summerton has won twelve. silvet 
trophies, forty-two medals, and more than 
$2,800 in cash in various display contests 
"Design By Light" 
Is New Book 


J. H. Jansen Company, 315 Caxton build- 
ing, Cleveland, has just released a book in 
portfolio form under the title, “Design by 
Light.” The text and illustration plates are 
by Merle E. Raber and Robert M. Wright. 
The book deals with the formation of back- 
ground patterns obtained by the shadows otf 
objects such as lamp globes, electric irons, 
and the like. Priced at $4.50, the book is 
interesting in concept, but seems to have 
little practical application to the display 
field. . 


James A. Cole Announces 
Novel Display Treatment 

A display innovation has been announced 
by James A. Cole Company, 235 Fourth ave- 
nue, New York City, under the title of 
“Sculptura Tiles.” The treatment is avail- 
able in either tiles or panels in various pat 
terns and color combinations. The material 
is rigid in panel form and is also furnished 
in flexible stvle for columns. Samples can 
be obtained from the address given above. 
Displayman To Teach 
Show Card Classes 

William M. Ouzts, display and advertis- 
ing manager, Mayer & Schmidt, Tyler, 
Texas, is conducting two courses in show 
card writing in the local public school 
system. 


DISPLAY WORLD 


Special Exhibit 
Of "Lumarith" 

A private showing of “Texturite” display 
products for spring, 1940, made of “Luma- 
rith,” was held November 27-28 at the Hotel 
Sherman, Chicago, by J. M. Gordon, of the 
New York City firm of the same name. 
Novel display adaptations of clear trans- 
parent, translucent, opaque, and fluorescent 
plastics in various colors and shapes were 
on exhibit. One of the developments worked 
out by the company is the embossing of this 
plastic in various designs. Another is a 
panel with a spring motif printed in reverse 
and sprayed with lacquer on the back- 
ground. Many Chicago displaymen visited 
the showing 


New Location 
For Nu-Vogue 

Nu-Vogue Displays, Inc., has removed to 
larger uptown headquarters at 41 West 54th 
street, New York City. Burton Daniels is 
in charge. 


Answers 





Question: What is the purpose of the 
“auxiliary” which is required in the use of 


fluorescent lighting 7—Minneapolis. 

Answer: The auxiliary serves to limit the 
current and in striking the are which 
“touches off” the action of the ultra-violet 
light on the fluorescent powder which coats 
the inside of the tubing. 


Question: Can you give us a simple for 
mula for a good, strong, waterproof cement ? 

Clarion, lowa. 

Answer: Powder sealing wax and mix 
with an equal part of rubber cement. Heat 
until the wax dissolves and apply while 
hot. This cement is very strong and com 
pletely waterproof. 


Question: We would appreciate any sug 
gestions you might have to offer as to where 
we could locate some “new” material which 
would be unusual for display fixture bases, 
card holders, and other display uses otf the 
same nature.—Chicago. 

Answer: You might try using alabaster 
This, as you probably know, is a fine gypsum 
rock which is very low priced—slightly ove 
$1 per hundred pounds. Alabaster is soft 
and can be worked very readily—sawed, 
planed, turned on a lathe, or drilled. (Be 
sure to use old tools for such work.) After 
this has been completed, sand smooth and 
finish by rubbing thoroughly with boiled lin 
seed oil, followed by an application of auto 
mobile wax. 


Question: What is a good method of pre 
paring new wall board for the application 
of casein paint ?—Fargo, N. D 

Answer: Thin imitation shellac with alco- 
hol until the mixture is composed of ap- 
proximately half of each. Apply this to the 
wall board, working quickly, as the mixture 


dries very rapidly. The casein paint can be 
applied as soon as the prime coat is dry. 
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THERE WILL BE A 
RUSH 


FOR 





SPRING AND SUMMER 
DISPLAY MATERIALS CATALOG 
NEW ITEMS 1940 NEW IDEAS 


MAKE SURE OF YOUR COPY 
FILL IN AND MAIL THIS COUPON TODAY 


THE REYBURN MFG. CO., INC. 
Allegheny Ave. at 32nd St. 
Philadelphia, Pa. 


Send me a copy of your Spring and Summer 
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Display Materials Catalog as soon as released 


Name 


Address 














MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charming, 
sophisticated. 


FIGURES CORRECTLY PROPORTIONED 
to display all new dress and coat styles. 


In standing and flexible effects, including 
the new “action” poses. 


Write for Photographs 


7 West 36th St. Ke vor x Y. 











COMMONWEALTH 
WAREHOUSE and STORAGE 


General Moving & Storage of Display Exhibits, 


Sooths & Display Fixtures in Newly Enlarged 
Seven Story Building, recently opened, for national 
ulvertisers and display builders 


: New York City 


}Ryant 9-0074 -LOnugacre 2-6230 


533 West 34th St. 
Tel. B 








TRANSPARENT MIRROR 


One-Year Written Guarantee 
On & Off, Dual, Third Dimension, Convex, Con 
cave, Globes, Flat. Any size, shape, or density 


Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


PALM LEAVES—UVA SPRAYS 
— PAMPAS PLUMES — COCA 
FIBRE—PREPARED CYCAS for 
Southern Displays 
Send 50c in Stamps for Samples 


GENERAL DISPLAY CORPORATION 


Carew Tower Cincinnati, Ohio 











Send for the 


“In 1891 
we 
made 
the first 
one” 


































Display 
Worliad 


The 





Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the latest authentic informa- 
tion about anything in the display line in 


which 


you are interested. If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we'll find out ‘or you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 

() Airpainting Equipment 
() Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 


OODOOOOOOoOoOooooooooo00000 





{) Invisible Glass 

() Lacquering Outfits 

{) Lamp Coloring 

|] Lithographed Displays 
[]) Mannequins 

[) Mouldings 

[) Metal Sheets 

[) Millinery Heads 

[) Motion Displays 

[) Motion Mechanisms 
[) Natural Foliage 

[) Pageants & Exhibits 
[}] Plaques (Window) 

[}) Papier Mache Specialties 
[) Photographic Blowups 
() Plastic and Composition Pieces 
[) Price Cards—Tickets 
[) Price Ticket Holders 
(} Sale Banners 

[] Socks—Window 

[) Show Cards 

[] Show Card Colors 

[) Show Cases 

[) Show Case Lighting 
[) Signs—Card Holders 
[) Signs—Brass—Bronze 
[) Signs—Electric 

[] Sleeve Forms 

[) Stencil Outfits 

[) Stock Posters 

(] Store Designing 

() Store Fronts 

[) Tackers 

() Time Switches 
Turntables 

[] Valances 

[) Wall Board 

[] Window Drapes 

[] Window Lighting 

() Wood Carvings 





(1) Do you wish a copy of their catalogue? 
C) Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 


Display Manager 


Street 
City 


State 
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DECEMBER, 1914 


Al Manee, display manager, O'Neill-Adams 
Company, New York City, resigned to join 
Scruggs, Vandervoort & Barney, St. Louis, 
Missouri. 

The following is reported from a display 
publication of 1914, “old-timer” 
criticizing the “modern displaymen” of that 
period: “I have gone into a window to put 
with nothing but a 
cheesecloth. We 
flowers. Scenic 


with an 


in an opening display 
few boards and a lot of 
never thought of using 
painting in a show window was a curiosity. 
For very special occasions we would make 
a lattice framework of waste packing cases 
cover it with cheesecloth or tissue 
.. When it came to spending money 
was a lot for 


and 
paper. . 
for decorations, $5 a window 
out. In those days we 
own 


a big store to pay 
had to 
as decorating materials went. 


salvation so far 
That is the 
reason tinkering 
with some sort or other of mechanical con- 


work out our 


most of us were always 
traption that never would run when it was 
expected to. 

were 
them 
Furthermore, 


“Animals made of handkerchiefs 
popular in those days—we all 
and thought they were great. 
our bosses thought them great stuff because 
attracted a lot of attention. The 
(1914) should) consider 
himself lucky. He has thousands of things 
to work with that we old-timers 
dreamed of. He can get every conceivable 
kind of fixture and 

hustling for new decorative 
He's lucky, but he doesn’t know it.” 


made 


thes 
trimmer of today 


never 


dozens of concerns are 
materials for 
him. 

\ trend toward better lighting of displays 
was observed in London. Many of the prom- 
inent stores had been depending on illumi- 
nation from exterior are lamps to light their 
windows at night. 

Wanamaker's, New York City, devoted its 
entire fourth floor to the city’s largest toy 
display. 


DECEMBER, 1929 


First prize of $1,000 in the national dis- 
play contest sponsored by Julius Kayser & 
Co. was won by Carl W. Ahlroth, The May 
Company, Angeles. Second prize ot 
$750 went to Ralph Pfister, MacDougall & 
Seattle; $500 and third honors 
were won by Edward Osterland, William 
Taylor Son & Co., Cleveland, and $250 by 
Lothar Dittmar, Ernst Kern & Co., Detroit. 


Seven hundred displaymen from all parts 


Los 


Southwick, 


of Europe met in Vienna to attend the Sec 
ond International Congress of display. 

Men's Association 
The following 
president, Tex Joyce, 
Company, Shreveport, La.; first 
M. Solomon, A. Harris & 
vice-president, W. L. 


The Southern Display 
was formed at Tyler, Texas. 
were elected to office : 
M. Levy 
vice-president, T. 
Co; Dallas: 


second 


McCurry, Hearnes, Shreveport: third vice- 
president, W. M. Hammond, Mayer-Schmidt, 





DECEMBER, 1939 


Tyler; secretary-treasurer, T. Willard Jones, 
Phelps Shoe Company, Shreveport. 

John Housewood resigned as display man- 
ager for J. N. Adam & Co.,, Buffalo, N. Y.., 
to join the display staff of Gimbel Brothers, 
New York City. 

Leslie Janes, who had been display direc- 
tor for Hartmann & Co., Chicago, was 
placed in charge of display for all the retail 
stores of Sears Roebuck & Co. 

John Stiff, Texas, became display manager 











for J. Goldsmith & Sons Department Store, 

Memphis. 
Ace Paper Company, The... 31 
Aetna Plywood & Veneer Co . 40 
Bakelite Corporation Inside Back Cover 
Becker Sign Supply Co a ae 
Bliss Display Corporation 17 
Brischograph Co., The 38 
Caldwell, The Woodsman 38 
Chicago Cardboard Co 33 
Cole Co., James A 21 
Commonwealth Warehouse & Storage Co. 43 
Durable Displays, Inc 35, 37 
Excelsior Paper Specialties Co . ae 
Fixture Mart, The 40 
Flame-Glo Co., Inc 36 
Friedrich & Dimmock 37 
General Display Corp 43 
GoldE Mfg. Co 40 
Goodlander, F. D . 38 
Goodman Flexible Sleeve Form Co . a 
Gordon & Co., J. M 25 
Hansen Mfg. Co., A. L 27 
Helms Chemical Co 25 
Hollywood Artificial Flower Co 25 
International Register Co 40 
Koester School, The 29 
Maharam Fabric Corp 29 
McGraw-Hill Book Co 27 
Meloy Brothers 33 
Merkle-Korff Gear Co 36 
Mica Insulator Co 23 
Mileo, P. C 43 
Mitten Display Letters Co 38 
Olshan, Max 29 
Opportunity Exchange 42 
Pacific Bamboo Products Co 35 
Palmenberg, Inc., T. C 31 
Redikut Letter Co 33 
Reyburn Mfg. Co 43 
Rhinelander Paper Co Inside Front Cover 
Schack Art. Flower Co 29 
Schoepfer Taxidermy Studio 33 
Service Bureau 4 
Sherwin-Williams Co Back Cover 
Shoe Form Co 4\ 
Siegel, Nat 40 
Speedway Mfg. Co 37 
Standpat Easel Co 37 
Stensgaard & Associates, Inc., W. L | 
Transparent Mirror Corp. of America 43 
Williams, Jas. B 37 
Wold Air Brush Mfg. Co 43 
Zeppen-Field Studios 19 


























From Chewing Gum to Motor Cars 





Products Gain Attractive Sales Appeal 
with Displays of Bakelite Plastics 


HE VERSATILITY of Bakelite Plastics as 
T.: merchandising medium is clearly 
shown in the extremes—chewing gum 
and motor car — illustrated on this page. 
At the recent New York Auto Show, 
Chrysler Corporation displayed its new 
1940 Dodge on a revolving turn-table 
surfaced with rich blue Bakelite Lami- 
nated ina colorful, tasteful setting. Topps 
calls attention to its new line of multi- 
flavored chewing gum with an attractive 
displayer-dispenser of jet black Bakelite 
Molded. 

Manufacturersof nationally advertised 
articles and devices are turning more 
and more to Bakelite Plastics for sales 
aids that combine sturdiness and long- 
life with 


handsome appearance and 


BAK 


Me reg iered wode mats shown above dinaguiah motenale 
mowtocwed by Bobeine Conporanon Under the coptal “B” « he 


PLASTICS 


rt 


Above: Attractive styling and permanence of finish 
unattainable with cardboard, used formerly, i- now 
made possible in the Topps Chewing Gum displayer- 
dispenser by forming it of Bakelite Molded. Molder: 


Accurate Molding Company. 


Top: Sparkling glossy surface of the 16 ft. diameter 
turn-table for this automobile exhibit is achieved with 
28 sheets of rich blue Bakelite Laminated (Formica) 
Constructed for Chrysler Corp. (Dodge Div.) by Jenter 


Exhibits & Displays Company. 








quality appeal. These durable materials 
reduce maintenance costs to a minimum. 
Color and lustrous finish are self-con- 
tained and displays made from Bakelite 
Plastics can be readily cleaned and re- 
stored to their original brilliance by 
wiping with a damp cloth. 

Whatever your display requirements, 
there is a wide variety of Bakelite Ma- 
terials in all colors. and in translucent 
and opaque effects, to give your sales 
units greater attention-value and longer 
service. Write for Portfolio 35 of illus- 
trated booklets which wives detailed 
information. 


Bakelite Corporation, 247 Park Avenue, N.Y. 


Chicago: 43 Fast Ohio St 
ada, Ltd., 163 Duflerin St., 


Specialty Co., Ine., 


Bakelite Corporation of Can- 
Poronte Best Coast: Lleetrical 


San Francisco, Los Angeles and Seattle 


(B\ clea diacailiniteiisiniaaiaiaieaan 


HEADQUARTERS 


eeroe: A present ond Wun wien of Boteine Conporonun s prodcte, 











* ONE SOURCE OF SUPPLY 


a 
- 


Streamlined Service on All Your Display Needs 
From Hundreds of Local $S-W Branches or Distributors 


Everything you need—-as handy as your telephone. Sher- 
win-Williams complete stock and distributing facilities 
of nationally famous display items represent one of the 
greatest contributions to the progress of graphic arts and 
display. To you, these facilities mean unprecedented 
service, speed, efficiency and economy. Five super-ware- 
houses insure ready availability of all materials. A corps 
of trained experts on paint application, processing and 
the airbrush assure prompt assistance on any display 
problem. Get acquainted with your local Sherwin-Williams 
branch or distributor and the ‘plus’ service he offers. 
Write for particulars to: The Sherwin-Williams Co., 
Cleveland, Ohio, and all principal cities. No obligation. 


OPEX DISPLAY LACQUERS—for 
finishing permanent or itinerant 
displays and exhibits, as well as 
backgrounds and fixtures for win- 
dow displays where a durable, 
satin-like finish is desired. Avail- 
able in a range of 11 attractive 
colors including black and white. 


KEM FLOCK and METALLIC AD- 
HESIVES— a new line of colors and clear that make it 
possible for the Sign and Display fabricator to easily pro- 
duce many very unusual and attractive effects through 
the medium of flock, metallics, etc. 


@ Remember, if it's for a display purpose—see your nearest Sherwin-Williams Branch. He is head- 
quarters for your favorite items needed to create those crisp, smart, sales-getting displays. 


SHERWIN-WILLIAMS GRAPHIC. ARTS AND DISPLAY DIVISION 








